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Short-Order Buying No Longer 


Profitable 


There’s Real Danger in Present-Day Methods 


F the pattern is right it should 
be bought right,” says Dave 


[2 of Fort Worth, Texas. 


“Furthermore,” Dave says, “if a 
shoe is good at all it should be 
bought complete.” 

That’s his buying method. He buys 
350 to 600 pairs of one style; he can 
afford to advertise and is able to 
merchandise properly. The one style 
can ‘be thrown into a wide varity of 
materials. Now his is a store that 
does 85 per cent of its trade on what 
is termed “chicken shoes.” Forty 
per cent of all the calls are on strap 
shoes. He is able to make more 
double and triple sales this season 
than ever before because of being 
able to show so many variations of 
one pattern. 

We take Mr. Gilbert’s experience 
as indicative of how an alert 
and aggressive merchant can 
play the game, by buying 
enough shoes from each 
source of supply to protect 
him and his community 
against a double sale else- 
where in his town, and at the 
same time, give him plenty of 
sizes and widths on which to 
do business. 

The wild sharp-shooting of 
the last six months has gone 
by, with a dozen pairs bought 
here and 24 pairs bought 
there on pretty and tricky 


shoes, but not substantial enough in 
sizes and widths to satisfy the cus- 
tomers of the store. The national 
criticism of shoe buying as made by 
women customers is usually along 
these lines: 

“Well, that shoe that you have in 
your window is precisely what I 
want. You tell me that it is new and 
has just come in, but why is it that 
you haven’t my size?” 


SMALL order is usually on sizes 

four to six. There is a big per- 
centage of customers with feet below 
and above these sizes. How can 
they be properly served when pur- 
chases are made on limited numbers 
of sizes? It is exceedingly difficult 
to point out which one thing in the 
ordering of shoes is responsible for 








a very grave danger in the not dis- 
tant future. 

Present conditions have perhaps 
brought about more forcibly than 
ever before a loose method of order- 
ing and selecting shoes. It isn’t that 
the shoes bought are not worthy of 
more sizes and widths, but rather is 
it the desire to tempt every possible 
whim of women which has led to car- 
rying a larger number of lines with- 
out proper study of the natural 
groups into which they fall. A well 
thought out line of shoes balances 
footwear for daytime, afternoon 
wear, and evening wear. Too many 
stores have an over supply of one of 
these groups, too many numbers and 
too few sizes to do a well-rounded 
balanced shoe business. 

Is it not time to develop a modern 
and upright standard of mer- 
chandising practice? Careful 
buying, instead of sharp- 
shooting will bring forcibly to 
the merchant’s attention his 
available stock already on 
hand and accustom him to an- 
ticipate requirements for 60 
or 90 days. A better balanced 
stock will give him a greater 
turnover as well as a cleaner 
stock, and a smaller accumu- 
lation of odds and ends. 

In the days when tanning 
mixtures were tested by the 
thumb and taste methods, it 
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was said of any one who wanted 
things in a super-hurry: “He wants 
to eat the calf in the cow’s belly.” 
That isn’t a very pleasant way to 
introduce a subject but it’s plain- 
spoken. 

There is developing an unreason- 
able spirit in the industry of want- 
ing tomorrow’s shoes yesterday. 
Some merchants want all the venture 
taken out of the ordering — they 
went styles to be almost delivered 
by the salesmen, cartoned and la- 
beled ready for immediate selling. 
To help that situation we must have 
a method of buying that will enable 
the rest of the craft to produce their 
parts so that the assembled 
footwear can be truly termed 
“well made for its grade.” 


OR artist has pictured a 

method of factory distri- 
bution that will be needed if 
conditions get any worse. in 
the trade. The salesman will 
have an electric punch board 
on which he will wireless the 
order. Before the words are 
out of the mouth of the mer- 
chant the shoes will be on the 
counter, cartoned and labeled 
and ready for selling. Can 
anything be done to bring to 
the attention of the trade the 
need for balance and antici- 
pation in the ordering and 
manufacture of shoes? Many 
shoe factories are now almost 
insane asylumns through 
small orders and variety of 
materials needed in these or- 
ders. Many leathers are purchased 
on the basis of six square feet and 
on the more expensive leathers, al- 
most on the inch basis. Many leather 
businesses are forced, therefore, to 
do what amounts to a retail busi- 
ness. 

All these factors are due to the 
buying habits of merchants who 
think that teasing the public with a 
few pretty shoes compensates for all 
the trouble and expense. Some of 
the strong and alert shoe stores have 
found that this season they could do 
more business on fewer lines of 
shoes having more sizes and widths, 
than has been possible in five years. 
Their opinion is that a good factory 
connection is worth something 
through well designed patterns and 
well made shoes. 

Here is the danger signal that was 
brought about by wanting “tomor- 
row’s shoes yesterday.” In the 


hands of the retail shoe merchant 
rests the remedy. 

There are more chain stores than 
There are more manufactur- 
There are more pirati- 


ever. 
ers’ stores. 


country. 
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cal small operators, by hundreds, 
who sail under a wide variety of 
names. The sample shoe shop may 
have passed to some extent but it has 
a lot of surviving relatives. 

A shoe trust is an utter impossi- 
bility. But there may be centraliza- 
ticn of control through a few large 
institutions. It is entirely possible 
that certain large manufacturers 
may gradually spread their opera- 
tions until the independent merchant 
will become as scarce as hen’s teeth. 
There is undoubtedly a tendency in 
that direction. 

All shoe men know that certain 
chains are supplied by certain large 





Here’s the Danger Signal 


The wild sharp-shooting of the last six 
months has gone by, with a dozen pairs 
bought here and 24 bought some place else. 
Pretty shoes but not substantial enough 
as to sizes and widths. Women are begin- 
ning to say: 
“That shoe you have in your window is 
precisely what I want. 
it is new—that is has just come in. Well, 
how is it then that you haven’t my size?” 

The remedy for the condition is in the 
hands of the retail shoe merchants of the 
Style, certainly, but also a sane 
appreciation of the importance of size ser- 
vice and of the utter impossibility of the 
manufacturer being able long to continue 
the present practice of delivering tomor- 
row’s shoes yesterday morning. 


You tell me that 
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porter did not learn, but it was 
something that made the merchant 
pretty sore, evidently. His response 
to the offer, or bait, or whatever it 
was, indicated the trend of his rind. 
He is beginning to think that he is 
threatened with’ a flanking move- 
ment. All signs point to it. He 
sees one big shoe manufacturer sell- 
ing the same identical shoes to five 
of his competitors under various 
names or brands. He is offered the 
same shoes under stili another name 
or brand. A clever salesman at- 
tempts to sell him the idea that his 
whole future may depend upon his 
lining up with the “Big Interests.” 
In a small town in Texas 
there were, a few years ago, 
only three stores selling shoes. 
Each store bought its shoes 
from the same manufacturer 
under different names or 
brands. Each store displayed 
the same styles in its win- 
dows. Each month each of 
those stores sent checks to 
the same city in payment for 
shoes shipped. Eventually all 
that money went into one 
pocket. Was such centraliza- 
tion good for the industry? 


HIS instance is repeated 

daily in these times, on a 
much larger scale. There are 
evidences of greater expan- 
sion of certain big concerns 
in the number of retail out- 
lets. Where these big con- 
cerns once had but one dealer 





shoe manufacturers—if not actually 
financed by them. It has become an 
everyday matter, when a new chain 
store opens, to hear a merchant or 
traveling salesman remark: “Well, 
So-and-So (naming a big manufac- 
turer) is opening a new store.” 


BooT AND SHOE RECORDER man 
happened to be in a Western shoe 
store recently when the representa- 
tive of one of the big manufacturers 
entered with a “big idea.” He. but- 
ton-holed the merchant and unfolded 
a plan that would make him rich. 
The merchant replied in tones loud 
enough to be heard on the street: 
“No! I am not interested! I think you 
people have about enough outlets 
in this town now! How many more 
shoe stores do you want to sell here 
anyhow? Aren’t you ever satisfied? 
You are selling no less than five 
stores in this little town right now! 
You can’t get me to fall for that 
stuff! I am going to own and con- 
trol my own business for a while 
longer.” 
What the proposition was the re- 


in a town they now have five. 
Worst of all the quality of dealer 
seems to be utterly ignored. Their 
fitness to conduct a shoe business 
does not seem to enter into the 
scheme. The results are deplorable. 
Feet are misfitted by incompetents. 
The uninformed public is misled. 

How will it end? Will we see a 
gradual elimination of the better 
store that operates on sound busi- 
ness principles, giving real service 
to its patrons, taking care of the 
feet of the people in a correct way? 

There are manufacturers who de- 
cline to sell more than one dealer in 
a town. They give a certain mer- 
chant the agency for their shoes 
and remain loyal to that merchant. 
They seem to be satisfied with the 
returns from such an arrangement. 
On the other hand we see manufac- 
turers who show signs of greedi- 
ness and avarice, reaching out to 
grab all the business in sight, re- 
gardless of consequences. 

There are danger signs on the 
horizon. Shoe merchants who think 
will be quick to recognize the peril. 
In their hands lies the remedy. 
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HE merchant as advisor to 
the women of his community 
should base all of his conver- 
sation at the fitting stool, his ad- 
vertising through the newspapers 
and circulars, and his publicity 
through the window for the next 
three months along the line of 
showing the women of his commu- 
nity that: 

A day in shoes should cover 
morning wear, sport wear, after- 
noon wear and evening wear. 

A prominent shoe merchant said 
to his wife, “Why is it that you 
constantly wear that one shoe? I 
know you possess many more pairs, 
but why the favoritism?” 

His wife explained that the shoe 
is so comfortable that she favored 
it over everything else. 

The shoe merchant then gave her 
a lesson in shoe wearing for her 
own good, as well as for an example 
to the other women of the commu- 
nity. 

He laid out a morning wear shoe 
with a 10/8 heel, a sport wear shoe 
with a 12/8 heel, an afternoon shoe 
with a 12/8 heel, and an evening 
shoe with a 16/8 heel. He pointed 
out that she changed her dress and 
hosiery several times during the 
day and why not do as much for the 
shoes? 

He furthermore said to her, “For 
your health you should pay more 


AND SHOE RECORDER 


For Morning and Sport-Time Wear 


Day—Divided By Shoes 


Every Woman Should Change Her Footwear Four Times Daily 


attention to changing your footwear 
during the day.” 

The late Dr. Marshall had as one 
of his fixed rules of advice to 
women to alternate footwear both 
in heights of heels and shapes of 
lasts each and every day, for every 
muscle in the foot is exercised by 
the change. He pointed out that 
healthier and happier feet were 
possible through varying the shoes 
and that with the limited exercise 
people get in this age of luxury 
these changes in footwear during 
the day would serve the purpose of 
exercising the many muscles of the 
feet. 

The shoe man’s wife saw the 
wisdom of the argument and 
changed her footwear accordingly. 
As you know, the personal expe- 
riences of shoe men have an in- 
fluence on their business and that 
merchant immediately drew an ex- 
ample from his own home experi- 
ence. He called the salesmen to- 
gether and told them that here was 
a good plan for developing the sale 
of more pairs of shoes. So this fall 
that store will tell the public in 
every way possible that the day, for 
health and style, must have four 
changes of footwear. 

We illustrate on this page actual 
styles as laid out for us by a promi- 
nent manufacturer to _ illustrate 
how his line covers the footwear 


For Afternoon and Dressier Wear 


day for the fashion of a woman. 
In his belief the woman of fashion 
can select from this range of shoes 
a complete wardrobe—four times a 
day—up to January first. 

In emphasis of the fact that sizes 
are playing a more important part 
in shoe store merchandising than 
in any time of the past five years, 
we are finding merchants more re- 
ceptive to the idea of selecting a 
good pattern, on a good last, and 
throwing it into a diversity of ma- 
terials, rather than purchasing nov- 
elty shoes by the sharp-shooting 
method. 

This more orderly way of doing 
business is very clearly pictured by 
Frank F. Wulff of Colorado Springs. 
Commenting on the absolute neces- 
sity for a deeper study of merchan- 
dising problems, if they hope to 
continue to exist, he says: “We 
have been told by experts, and 
taught by our own costly expe- 
rience, that we must buy small lots 
of novelty shoes. A few days ago 
I had a peach of a shoe come in, a 
fifty pair lot, but only in the heart 
sizes from fours to eights. The 
first three women who spotted that 
shoe in the window were old, regu- 
lar customers, that wore threes, 
eights and a half and _ nines. 
Nothing else would do; each one 
wanted that particular shoe. Don’t 

[CONTINUED ON PAGE 48] 
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In Oklahoma They Sell ’em Shoes 


on the Installment Plan 


More and Better Footwear Moved as a Result 


ment plan is a new venture, but 
it may, in time, become a com- 

monplace method of merchandising 
footwear. Installment selling orig- 
inated many years ago in the furni- 
ture and piano trades, then was ex- 
tended to phonographs, household 
appliances such as washing machines, 
vacuum cleaners, etc. and reached its 
crest in automobiles, of which more 
than 85 per cent, according to latest 
estimates are being sold on the time 
payment basis. A little later wear- 
ing apparel began to be sold on this 
plan and several companies grew to 
extremely large proportions whiile 
merchandising clothing on this basis. 
But selling shoes on the installment 
basis is still new 
enough to attract con- 
siderable attention. 

As far as we know 
the original venture 
in installment mer- 
chandising of foot- 
wear is that of the 
Renner Shoe Com- 
pany, Inc., Oklahoma 
City, Oklahoma. This 
concern has been suc- 
cessfully merchandising 
shoes on the time payment 
basis for several months, long 
enough, in fact, to determine 
a few basic facts about such 
a business, and these facts 
should be helpful to the 
many shoe merchants who 
are finding competition keen 
and who are being forced 
into unusual methods of 
merchandising in order to 
keep abreast of this sharp 
competition. We hold no 
brief for installment selling 
—neither do we condemn it. 
The whole question of the 
economic justification of in- 
stallment merchandising is 
open to considerable argu- 
ment; in fact, it is the sub- 
ject of almost endless argu- 
ment wherever and when- 
ever economists and credit 
men gather. 

The fact that credit stores 


GS pet shoes on the install- 


have forced merchants in general to 
more liberal credit extensions, was 
one of the factors in causing Ren- 
ner’s to try out installment selling in 
shoes. “We find,” says D. C. Renner, 
manager of the store, “that the aver- 
age person of small means expects at 
least 60 days to settle a straight 30 
day account. Putting these accounts 
on a weekly basis brings these cus- 
tomers into the store more frequently 
and pays the accounts out just as 
quickly, and we find that the addi- 
tional business is well worth the 
trouble of handling a weekly ac- 
count.” 

That, in a nut shell, is the basis 
for installment selling in this par- 
ticular instance. When Renner’s de- 

cided to go into it they 
felt their way cautiously 


The original “Install- 
ment Shoe Store,” Ren- 
ner’s at Oklahoma City, 
Okla., with E. L. 
Compte, 
above, and D. C. Ren- 
ner, general manager, 


Le 
president, 


below. 


in order not to jeopardize the high 
class accounts on the firm’s books. 
They aimed their opening gun, an 
attractive circular, at working girls. 
This was done through a mailing 
list. This circular, a small envelope 
size folder, was headed on the title 
page, “A Deep Dark Secret.” 
Inside it announced Renner’s in- 
stallment purchase plan and ex- 
plained that a similar letter was 
being sent to 249 other working 
girls and that if advantage was 
taken of the installment plan, it 
would remain a secret between the 
store and the customer. Presenta- 
tion of the circular was sufficient 
evidence to permit the customer to 
open an installment account. A 
similar folder was sent to a number 
of housewives, based on 
“budget” appeal. 

Here we will let Mr. Renner 
take up the thread of the story: 

“The installment plan has a 
tremendous appeal to the small 
salaried woman to whom a $10 
invoice the first of the month is 
a large obligation but to whom 
a $1 weekly payment is a possi- 
bility and a pleasant thing to 
think about. 

“This is not our only method 
of securing this business, as we 
use the telephone and also work 
it extensively on the floor. If 
a customer hesitates between 
two pairs of shoes we tell them 
about our payment plan and try 
to show them how they can se- 
cure both pairs and never miss 
the money. 


oe is interesting to know that 

through this method we 

are selling better 

shoes. We have three 

prices, $6, $8 and $10, 

and we find that a 

girl who has been 

paying cash for a $6 

pair of shoes will buy 

a $10 pair when she 

uses the payment 
plan. 

“Our office records 
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are simple and handled in the usual 
way. 

“Another ‘Credit’ innovation that 
pulled us good returns and opened 
many new and desirable accounts 
for us was as follows: We secured a 
list of 1500 prompt pay accounts 
from a friendly store in another line 
of business. We mailed each of 
these accounts an invitation, to come 
into our store and charge merchan- 
dise without credit negotiations of 
any sort. The invitations were 
printed on social stationery, the in- 
vitational form, and invited them to 
purchase shoes, present the letter at 
the office and simply say ‘Charge It.’ 

“These and other business getting 
ideas are worked out by our adver- 
tising manager and myself. We are 
constantly on the alert for anything 
that will enable us to throw our 
store in the spotlight in a legitimate 
way. That our efforts are bearing 
fruit is best evidenced by the fact 
that in July, the so-called dull month, 
we enjoyed the largest volume of 
business we’ve had this year. July 
1926 shows a gain in volume of over 
30 per cent over July 1925. 


os UR advertising consists of 

about 75 inches in the two 
afternoon papers, 20 inches weekly in 
the morning paper and an average 
of about 40 inches in the Sunday 
paper. 

“For Sunday we secure a popular 
girl that has received public atten- 
stories furnish us our leads for these. 
tion of some kind. Local news 
The Ideal Girl, Miss Oklahoma City, 
The May Day Queen, The Most Per- 
fect Feet Girl—all have been adver- 
tised as customers of Renner’s. 

“We decide on one, call her on the 
phone and invite her to the store, 
make her a present of any pair of 
shoes in the store, have her picture 
taken in them, get her permission to 
use same in an Ad and the dirty 
work is done. 

“All of these Ads have brought re- 
turns little short of wonderful and 
we have experienced selling entire 
lines of shoes in one day. 

“Read the ‘Perfect Feet’ ad. This 
line of arch support shoes laid on 
our shelves for many weeks. After 
the ad appeared we re-sized twice in 
as many weeks and we’re still selling 
them. 
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Here is the ad that moved 
a stock of arch support shoes 
that had lain on Renner’s 
shelves for weeks. It moved 
them so well that reorders 
were necessary and the shoes 
ARE STILL SELLING. Be- 
low is Frank A. Lee, Ren- 
ner’s advertising manager, 
who was the author of this 

ad 


Sees Russia as Gigantic Economic Experiment 


LyNN—Albert M. Creighton, Lynn 
shoe manufacturer, is home from 
Europe. He spent two weeks in 
Russia, where he was entertained by 
government officials, bankers, and 
Walter T. Duranty, Russian repre- 


sentative of the New York Times. 
He tells an interesting story. 

The old Russia is no more. Mr. 
Creighton saw the crown jewels, his 
daughters each held in their hands 
the sceptre of the former Czarina. 


- get a “dole.” 
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They are among the few Americans 
who have seen this world’s most 
valuable collection of jewels. 

But these symbols of royalty, and, 
also, the military emblem of the 
double eagle are no more. Russia’s 
new emblem is the farmer’s sickle 
crossed by the mechanic’s hammer. 

The new Russia is working under 
“The New Economic Policy,” which 
is briefly expressed as the “N. E. P.” 
This provides for a great national 
business organization, with every 
person in Russia a factor in it. It 
is, in Mr. Creighton’s opinion, one 
of the gigantic experiments in indus- 
try, and its progress will influence 
international trade and affairs. 

In the new Russia, banks are open, 
and the rouble is the standard cur- 
rency of sound value. Factories are 
active, and stores are doing a good 
business. Russia is offering conces- 
sions to foreign capitalists, and men 
who operate on large scales will prob- 
ably take up these concessions and 
develop them. 

Russia has no problem of protec- 
tive tariff and free trade, the same 
as does this country. If the govern- 
ment wishes to stop imports, it for- 
bids imports. If it wishes to in- 
crease imports, it buys more goods 
abroad. 

But Russia has a farm problem the 
same as does this country. The 
peasants raise all the food stuffs. If 
they do not like prices offered for 
them, or if they are displeased with 
prices asked for manufactured goods, 
they hold their grain. This em- 
barrasses the government for it 
needs the surplus grain of the farm- 
ers, with which to trade for manu- 
factured goods. 

Russia limits hours of labor to 
eight in factories, and to six in 
stores. Men who are out of work 
Men who are sick get 
medical advice and medicine at the 
government expense. 

There is no style in Russia. Most 
everybody dresses alike. Economy is 
one reason for this. Russia is prac- 
tising the most rigid economy on a 
great scale. The Russian govern- 
ment has balanced its budget. Be- 
sides, Russia is undertaking to pro- 
duce all that it requires. 

Production costs in Russia are 
higher than in this country. Labor 
costs are lower. But Russia has not 
worked out its problems of manage- 
ment, and of elimination of waste of 
materials, time and labor. So its 
costs of production figure up high. 
But Russia is tackling this problem, 
and is undertaking to develop scien- 
tific management. 
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THE RECORDER CREED: Getting 
More Shoes Sold Right; not only “more” 
but “right”; sold for the right purpose, 
to the right wearer, in the right fitting, 
for the right price, at the right profit. 
This is the great problem of the retail 
shoe merchants. The chief purpose of 
“The Boot and Shoe Recorder” is to help 

solve it; for this is the basic problem 
upon which depends the progress of the 
entire allied industries relating to shoes 
= leather, their production and distri- 
ution. 








An Early Fall Season 


SHOE that does not fit is never a bargain at 


any price. That one solid, basic truth ought 
to be jammed into the popular mind. The wearer 
will get neither service nor satisfaction from a 
misfit. Neither will she get a full measure of sat- 
isfaction from a shoe that is years out of style, of 
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a kind that is being sandwiched in among later 
shoes in these dumping sales. 

After the fever for bargains cools down people 
will have learned these lessons all over again, and 
will be ready to go back to sensible shoe buying, at 
fair prices, in stores which render intelligent ser- 
vice in the selection and fitting of shoes. 

They will be glad to buy shoes from a real shoe 
man, in a real shoe store. They will serve true 
economy by so doing, and will be found sustaining 
the right kind of shoe selling. The best interests 
of the trade and of the public in this matter are 
one and the same. There is neither profit nor 
economy in shoe dumping, to anyone concerned 
therein, either as buyer or seller. 

The season has opened with a real vigor of sales, 
due largely to the fact that weather has given a 
touch of fall to early September. Are we to havea 
real winter and with it the obligation of new shoes? 
Your mail man will tell you his deliveries are 
greater than ever. He has more business letters 
in his bag than at any time of the year—a volume 
only exceeded by Christmas. Does this mean more 
business because everybody is going after it with 
the determination to make this fall a real period 


of prosperity. 


In Need of Young Men 


ERE’S a question worth considering: Is the 

retail shoe business developing in such man- 

ner as to retain the interest of the young man in 

the trade, the beginner who has his way to make 

and is live enough and sensible enough to want to 
start in a business where he can grow? 

That is a matter of importance in any business. 
To hold the newcomers and to attract others, by 
offering prospects of advancement, is to provide a 
long-distance insurance for the progress and sta- 
bility of the business. Young men of the right sort 
will not start up blind alleys; if they find them- 
selves in a blind alley they will make their escape. 


Cut Your Overhead 


HIS ought to be a good time and a good oppor- 

tunity to push back some of the over-refine- 
ments and expensive exactions in the way of ser- 
vice, which the public may not fully appreciate. 

Stores have done so much without direct charge, 
that the public demands more and more of what 
appears on the surface to be free service. All these 
details enter into cost and figure in the store’s 
overhead expense. 

On the whole, American business has been trying 
to conceal or at least to absorb too much in “over- 
head.” It would be better in a general way to al- 
low the bill to be a little more definitely itemized, 
instead of having so many concealed charges 
lumped in, in an imposing total. 
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Returning Cycles of Demand 


HE U. S. Weather Bureau records have proved 

to be of great value to commerce and agricul- 
ture. By looking back over the records it is pos- 
sible rather accurately to forecast the future as to 
weather. The farmers know that a certain month 
has shown an average performance for many years. 
Shipping industry has a guide to the behavior of 
winds. Railroads know when to expect storms. 
Everybody profits by those records. 

All good business men keep records of impor- 
tant matters. Every store should do so. There 
should be some sort of a “log book,” or diary, to 
which a merchant may refer frequently. Suppose 
the merchant wants to refresh his memory concern- 
ing the sale of a certain style or leather, in a cer- 
tain month or season past. His record should give 
him the story fully. 

Recently a RECORDER man had the privilege of 
looking at a record book that dates back to 1900— 
twenty-six years. In that book was a careful and 
correct entry of performances of all styles, leath- 
ers, lasts and other important data. It proved un- 
mistakably that a big white season usually is fol- 
lowed by a light one; that a big black year is usual- 
ly followed by colors; that one extreme follows 
another. Information of the greatest value to a 
merchant who guides his feet by the lamp of ex- 
perience. 

Do you keep such a record? Would it not be 
worth your while to have it? Would it not be of 
value to cite back a few years and see how certain 
styles have traveled in cycles and certain leathers 
come and go in surely ordered sequence? 


Maybe So—Uncle Sam 


The U. S. Census Bureau has compiled some 
figures to show the number of customers per store. 
The figures are for the United States as a whole. 
Shoe stores, it seems, have 4768 customers each. 
There are some, however, who will be astonished 
to know this. For example in a small city of 25,- 
000 people, where there are 30 stocks of shoes! 
If the census figures are dependable there must 
be great concentration in spots. We recently 
heard a shoe merchant say that if it were not for 
the farmers and people from smaller towns he 
would have to close up shop and quit. 


Why Should They Look? 


HY do thousands of people walk by a store 
and never look at it? Simply because there 
is nothing about the store to attract their atten- 
tion. The windows are just like all the other win- 
dows in that block. There is no color, no life, 
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nothing alive about any of them. And, still many 
of those stores charge their window displays to 
advertising expense. “Expense” is right. Surely 
there is no investment feature to the drab window. 
If shoe merchants want to do a bit of interesting 
investigation, let them stand just inside the door 
and watch the people as they pass by. How many 
of them walk straight ahead without turning their 
eyes from right to left? Why is it that your win- 
dows do not get their eyes? Study this carefully 
and find the remedy. 


Sell Styles—Not Shoes Alone 


ELL styles as well as shoes. 

Selling styles is selling colors and lines as 
well as ornaments, trimmings and accessories. 
Selling shoes is but selling coverings for the feet. 

Selling styles is an appeal to the heart interest 
in fine apparel that is common to the race. Selling 
shoes is but fitting feet of pavement pounders. 

Selling style is a spur to the imagination that 
thrills with enjoyment of beauty of lines or colors. 
Selling shoes only provides protection for the ten 
derfoots. 

Sell styles because it adds to the joy of daily 
living and to the volume of business, too. 

The world judges folks by the shoes on their 
feet. So why not give them shoes of style as well 
as shoes of character. 

Color value is one of the big assets of footwear 
fashions of this period. Spread the appreciation 
of it far and wide by selling more color style. 

Anyone can wear blacks. But color is the meas- 
ure of good taste. Sell not a dull black shoe to a 
person who would be bright and cheery. Sell a 
color that fits to the spirit of the customer. 

Strive no more to sell a single pair for wear upon 
all occasions. Feet are the same on all occasions, 
but styles differ. Study the occasions for color. 

Study moods and manners and sell styles ac- 
cordingly, ever bearing in mind that the sale of to- 
day is but a step toward a better sale tomorrow. 
We progress, not by repeating on styles, but by 
advancing styles. 

So sell styles as well as shoes. 





A shoe salesman asked to be transferred to the 
glove department. He stated that he wanted a 
change from knees and ankles to knuckles and 
elbows. Tired of the old joints, as it were. 


If the flappers take to the new trooper boots we 
will be reminded of the old rain barrel and the 
down spout. Thin legs—big tops. 


Some of those “bench-made” shoes after a few 
days wear look like something the pup has been 
gnawing on. “Bench-made” is a pet phrase with 
some of the shops where truth and imagination 
are twins. 
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How to Create Good Newspaper 
Advertising 


Sixth of a Series. 


By R. L. Prather 


the realitiés of life and of the nate 
1) of the universe, to the end that nen 





have set forth rules for i 

arrangement of the ad- 
vertisement. We have dwelt 
upon the shape, size,, attrac- 
tiveness, illustrations, and 
other points. We now ap- 
proach that most important 


[: preceding chapters we 


phase of all—the “copy” 
which is the meat in the 
sandwich. . 


The wording of an adver- 
tisement is known as “copy.” 
Just why no one seems to 
know, unless it is because in 
newspaper language all writ- 
ing is known as “copy.” One 





i Published 


forward to Herbert Spencer again com- 
ing into his own; in describing Ameri- 
can Phiosophy he asserts that William 


Another gay, whim- 
Sical tale by the 
author of “The Be- 
— Vagabond,” 


ia ‘Novel by 
WILLIAM J. LOCKE 


may not be mere puppets of their fate. 
but masters of it. Alluding to changes 
in English philosophy, he looks hopefully 


James “caught the spirit of at least the 
aastern America in his thinking and the 
spirit of all America iu his style,” and 
that “John Dewey, product of Hast and 
West alike, has given philosophic form 
to the realistic and democratic temper 
of his people. 

The author feels obliged to admit, that 
Americans, busily engaged “in clearing 
our great forests and tapping the wealth 
of our soll,” have had “not time as yet 
to bring forth a native literature and a 
mature philosophy.” And while regret- 
ting that American civilization is not 
yete emancipated from superficiality, 
provincialism, narrowness, bigotry and 
intolerance, his criticism also including 
“our timid violence against innovation 
and experiment,” he points to the time 
it took to build up the great civiliza- 
tions of Europe, and brings his stroy of 
philosophy to a close by predicting that 
in due course we also shall have cur 
rena'ssance. 


GAS ees 














GLACIER PARK 





sarcastic individual says it is 
so-called because so many ad- 
vertisers copy the work of 











fn northern Montana lies one of ths 





To make your “ad” 


wonderlands of the new world. ' About 
. 50,000 tourists registered in Glacier 
Park last year, and the number hex 
j increased so rapidly that it is likely to 
be several times that total In the y to 


} future, The reservation is rightly 
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others. it i true thst t0o | cised ont ment te (ee 
many advertisers borrow reading matter, use and icebergs the sive of a skyscraper ie 
. . some ol 'es—an ™mid- 
ideas,” and that it why so type larger ‘than cumnmer, when ‘won beuse Broturion 
: ° 6 ’ 
many complain that advertis- a ua tk te PX, ry ede “of the. water | 
ing does not pay. Borrowed F region and describes its natural attrac- | 
1 adnan reading columns. | tons very vivily in “Bnchanted Trae | 
plumes make $ ooking | ore * ——s Co. = story a 

alive wit uman ama and ro t! 

birds. One man’s clothes Seas he teavatiee mantic 


seldom fit another. And, by 

that same token, the selling 

talk of one man seldom fits into an- 
other man’s mouth. 

You have listened to the “ready- 
made” talk of a salesman who recited 
his speech. He learned it out of a 
book, or, from a lecture or treatise 
on selling. It sounds like a phono- 
graph record, or the chatter of a 
parrot. 


O avoid a very unconvincing, cut- 

and-dried manner we urge you to 
consider originality as the first and 
most vital phase of advertising. “Be 
yourself” is a modern slang phrase 
with a lot of horse sense in it. There 
is an old coon song that goes thus: 

“If he’s somethin’ that he ain’t, 

“Then he isn’t what he is, 

“And as sure as you’re alive, 

“He’s a gwine to git his.” 

Be yourself! Be natural. Be 
Jones and not Smith. Make your 
advertising individualistic. Don’t 
borrow, copy, or imitate. Once in a 
while you will get a good idea from 


kk to the buffalo 
sherds and to the days when the Black- 
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often you have thought as you 
read one of those convincing 
advertisements. “That is a 
salesman speaking. He knows 
his stuff.” Indeed he does. 
Best of all he knows enough 
to talk in language everyone 
can understand. It is plain, 
simple, good English, earnest, 
convincing, and “desire creat- 
ing.” It shows horse sense 
and careful thinking. 

There’s the nub of it all! 
Careful thinking! 


F more thought were put 

into advertising there would 
be less waste. Too many ad- 
vertisers play “follow the 
leader.” It is the easiest way. 
It is the lazy man’s way. He 
copies the other man’s 
thoughts instead of using 
what Nature gave him. Soon 
he becomes a “me-too” and 
loses all his faculty for 
thought. His brain atrophies 
and his powers of imagina- 








a shoe merchant in another town. 
Exchange of ideas is a fine thing, 
but, outright copying of other men’s 
words into your advertising is an 
unwise action. The language of New 
York, Chicago, or San Francisco, 
may not be the language of your 
town at all. Use your own thoughts, 
your own words. Let the scissors 
strictly. alone. 

Some “experts” and “teachers” 
would have you think that “writing 
copy” is a difficult process. The 
amateur is impressed with the 
thought that copy writing is a trade, 
or profession, and that but few can 
acquire it, unless they are “gifted.” 
I disagree with that theory. I main- 
tain that any person who can sell a 
shoe can advertise it. It is a simple 
process, an every-day matter. Just 
transfer your selling talk to paper! 

The best advertisements are only 
good selling talks printed on paper. 
Plain, straight-forward, selling talk 
that makes you want to buy. How 


tion and origination ossify. 
After a while he is content to trail 
with the herd. He imitates, not only 
in advertising, but in buying, sell- 
ing, merchandising and display. His 
store becomes “just another shoe 
store.” 

We have watched with amusement, 
the tendency of many advertisers to 
“adopt the style’ of a_ so-called 
“smart” writer. This “genius” 
studies word-books for new, unusual, 
foreign phrasings and text. He finds 
the word “impeccable” and uses it in 
an advertisement. At once there is 
a breaking out of “impeccables,” like 
a rash all over the fair face of adver- 
tising. The genius uses the foreign 
phrase “dernier cri” and the copyists 
grab it off and work it to death. 
Most of them are ignorant of the 
meaning of “dernier cri,” but it has 
a fine, foreign sound to it. 

Here are some examples of the 
vogue for unusual and meaningless 
phrasings: 

“Effective with affectation this the 
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height of good taste describes the 
demurely simple style shown here, 
one of the most admired models of 
the season.” It is “presented” in 
four different materials. 

Now, we ask you, what busy 
person with a lot of things to do (a 
house to keep, a family to buy for, 
already burdened with a load of 
puzzles), could possibly find time to 
unravel all that? It means next to 
nothing to the woman who wants to 
“read as she runs.” And, further- 
more, is the shoe really “presented” 
or will she be expected to pay for it. 
That word “presented” is another pet 
with a lot of advertising writers. 
They “present” instead of “offer.” 
Sometimes they are “featured” but 
usually they are “presented.” In the 
old days things that were presented 
were free, like at Christmas and 
birthdays. 


ERE is a headline that means a 
lot to the man who wrote it, no 
doubt, but he is like the fellow who 
throws kisses to a girl in the dark. 
He is the only person who really 
knows what is going on. The head- 
line says: “Artlessly alluring.” Run 
your tongue over that and see if you 
can make it free and fluent. The use 
of such words should be avoided as 
too difficult for the mind’s eye and 
the tongue eloquent. 
“Marvelously priced!” What is a 








FLORSHEIM 
Featherweights 


The smart shoe for Summer—as appropriate 
ovaisentcenianrrnieeden 


aside your 


Florsheim Festherweights are to be hed in soverel shade 


THE FLORSHEIM SHOE STORES 
S71 Bronte 149, W, Forty Second S 


Ome Hundred end Fifty Floreheim Dewiers in Gresser New Yer' 
“There © One as Your Meightortend™ 


Every man wears a straw hat 
and light clothing in summer. 
No argument there. Well, 











then, why not light weight 

shoes? Logical argument, not 

buried beneath a ton of mean- 
ingless words. 
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marvel? Is it not something that 
seldom gets into a shoe store? “A 
dramatic clearance.” Look it up in 
your dictionary. Dramatics are all 
right in a theater, but in a_ shoe 
store? Are we going to dramatize 
our sales? 


“Smart chic styles.” There is a 
hobby of the modern writer. Shoes 
must be “smart” or “chic” these 


days. The average person does not 
know what “chic” means and usually 
calls it “chick.” Let it alone, 
“Smart” may mean any one of sev- 
eral things. It is not a good word. 
It is a hack horse of the copy writer 
who does not want to think. 

A great many writers are now 
using this one: “The wanted styles.” 
Why not say “the kinds you want” 
or “the styles most women like.” It 
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Every woman wants to look 
youthful. Therefore the ap- 
peal is made here at the very 
start. And they look cool and 
“add a dash of color.” Not 
high sounding phraseology 
here—but very effective. 


is straining on the reader’s mind 
when you write strangely and un- 
naturally. 

“Beauty that inspires pride in a 
cleverly fashioned model.” What an 
attempt at “smart” phrasing! The 
copy writer wants to do something 
clever and unusual and does it with 
a bang! Have you any time to read 
such things? Remember, the people 
do not want to read your ads. They 
have no time to stop and translate 
foreign words, nor to reduce the 


high-sounding sentence into plain 
English. 
Some exasperated person said 


once: “Words, words, words! I know 
not what they mean.” We have too 
many words in advertising of shoes 
that belong in moving picture titles 
where they say “Came the dawn of 











The same smart, modish shoe 
fits “sixteen to sixty” feet 


There is no such thing as a “flapper” style. 
Style makers merely make their newest. models 
in the sizes young girls wear. Now, in Walk- 
Overs, you may have the newest, gayest youth- 
ful style, for Walk-Over shoes are made on spe 
cial lasts to fit older feet. Here at the Walk. 
store are styled shoes to fit any 
feet from sixteen and under to sixty and over. 


Avery’s Walk- 


737 Main St, 


Boot 
Shop 


a 











Anyone who can sell a shoe 

can advertise it if he will put 

his selling ideas into plain, 

sensible English. Here’s a 
good example. 


another day,” or “Fixed, immutable, 
intransigent,” whatever that means. 

You ask: What shall a man or 
woman who wants to write advertis- 
ing copy do for a guide? How shall 
we get a start? The answer is once 
more: Be yourself! If you use high- 
sounding language on the floor when 
you are selling shoes you will not 
continue on the job. If you use too 
much slang or rough stuff, you will 
get fired. But, if you offer your 
shoes with a pleasing smile, a plain, 
straight-forward, convincing selling 
talk, you have made the first step in 
writing advertising copy. Just sit 
down and put that talk on paper and 
you are more than half way. 


ERE is the method of a man 
who has written millions of 
words into shoe advertising, and sold 
millions of dollars worth of shoes. He 
takes the shoe he is going to write 
about and places it on his desk in 
front of him. He studies that shoe 
for a long time. He analyzes it thus: 
What is there about that shoe that 
would cause anyone to want it? Why 
is this shoe, anyhow? What is it 
for? Who wants it? Is it just a 
shoe or is it something that will 
beautify some woman’s foot and help 
her to enjoy life a little better? 
What can I say about it that will 
make the people want to own it? 
Then he studies the shoe from 
every angle and gets a mental pic- 
ture of it so that he can write a de- 
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scription of it with both eyes shut. 
He knows that the readers of his ad- 
advertisement cannot see the shoe as 
he sees it. In the advertisement he is 
compelled to illustrate it with a plain 
black and white picture. He cannot 
show its color. He cannot picture its 
shape nor fitting qualities. He must 
paint a picture with words, that will 
show the shoes to the reader. And, 
mighty few words at that! 

If he becomes poetic about it he 
is lost at the very start. He knows 
that from years of bitter experience. 
He must not go into a hazy dream. 
He must stay on earth. He must 
tell the people in the fewest possible 
words something about that shoe that 
will cause them to come in and buy 
it. Failing to do that he had better 
quit his job and go to Hollywood 
where “dream writers” are needed. 

Suppose the shoe stacks up about 
like this: It is a woman’s walking 
shoe with a low heel, welt sole, 
medium round toe, blucher pattern. 
It is made of dark tan calf with a 
trim of lighter tan calf around collar 
and quarter. Nothing very inspir- 
ing about it. Just a plain, solid shoe 
for a woman who walks and who does 
not care a lot about style and fads. 
What can he say about it that will 
sell it to a great number of women? 
What other purposes can the shoe be 
put to beside walking? Are there any 
other features about it that will ap- 
peal to women who are not interested 
in a walking shoe, as such? After 
thinking it over carefully he is apt to 


SURVEY made by A. M. Wes- 
Az of Hills, Seattle, proved 
that it is eight times cheaper 
to hold an old customer than to get 
a new one. It further showed that 
old customers respond better to let- 
ters than through newspaper adver- 
tising. Just enough newspaper 
space is used that the store may be 
identified, and the major portion of 
money spent on publicity is on let- 
ters. Window displays come in for 
their fair share of the budget. 
Letter A is mailed within a week 
after a purchase. Its object is to 
continue the friendly feeling estab- 
lished when the customer was in the 
store. Letter B goes out from 60 
to 90 days after the sale, for Mr. 
Wesson believes that customers 
should repeat every two months at 
least. So far, the second letter has 
not uncovered a complaint, which 
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So the sun can do its 
worst, but the colors in our 
suits will always be at 
their best. 


Sates Se 
selves elp you et 
the heat of the canto sae. 
Rocezrs Peet Company 


forme rty 
Macullar Parker Company 
| Tremons Street at Browutetd 





Not a shoe “ad,” but a good 

example of simplicity in word- 

ing—just as one man might 
talk to another. 


begin writing about the shoe in this 
fashion: 

“Walk, stand, or sit, with this shoe 
on and you will be glad. It is just 
like old home folks to your feet. The 
dark tan calf is soft and pliant. The 
shape of the last is the shape of your 
foot—nothing to hurt. The heel is 
just right, high enough and low 
enough. It is a handsome shoe, 





Two Letters Which Sell Shoes 


speaks well of the store service and 
merchandise. Many apologies are 
made in person, by phone and by 
mail for not coming in sooner, after 
this letter has been received. 

Letter A follows: 

Dear Miss Blank: 

In the footwear purchase you 
made at our store Tuesday you have 
absolute assurance of authentic 
style and unquestioned quality. 

Under average conditions we 
know that you will be very happy 
with your purchase. If, however, 
for any reason, you find cause for 
slightest dissatisfaction please tell 
us about it at once. 

This store greatly appreciates 
your patronage and also the patron- 
age of your friends, whom we would 
be pleased to serve as we have served 
you. Sincerely yours, 

HILL’S. 
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trimmed around the upper with tan 
calf of a slighter shade than the 
vamp or forepart. It has a very flex- 
ible welt sole that gives to the foot 
every step you take. We have them 
in all sizes and widths at $——. 

One hundred and two words! Too 
many! He must cut it down. He goes 
over his copy carefully, cutting and 
trimming. Every unnecessary word 
is taken out. After some time his 
copy will look like this: 

“For all purposes, dark, soft, tan 
calf trim of lighter shade. Low heel, 
round toe, foot shape, flexible welt 


sole, all sizes and widths. Only 
$ ‘ad 
There it is cut to twenty-six 


words, about right if his space is 
scarce. But it loses some of its appeal 
when it is trimmed down. Maybe he 
can use a few more words. It all 
depends upon the amount of space 
he can give it and the cost of the 
space! At any rate he must think a 
lot about the shoe and the wording 
of the advertisement. If he “dashes 
off” some copy in a great hurry he 
will probably mess it up and make 
the ad ineffective. 

Let us stop here a moment and 
consider that matter of hurry. It is 
the bane of the shoe man’s life, 
especially when he comes to writing 
advertisement. Anything done in a 
hurry is apt to be done badly. Pro- 
crastination is the worst habit of 
all bad ones. But the average shoe 
merchant waits until the last mo- 
ment. [CONTINUED ON PAGE 65] 








Letter B says: 
Dear Mrs. Blank: 

Have you been away? 
missed you. 

You haven’t purchased shoes from 
us since February and we are won- 
dering why. If any detail of our 
service or the quality of our foot- 
wear has not met with your complete 
satisfaction we want you to let us 
know about it at once. 

Maybe you haven’t been in be- 
cause we haven't told you of the ar- 
rival of our charming new shoes. 
Well, they are here, and please be 
assured that we will be happy to 
see you and serve you. 

Yours very truly, 
HILL’S. 


We've 


Cooperation is not a sentiment— 
it is an economic necessity.—Stein- 
metz. 
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A background of nut brown voile was used to emphasize the fall atmosphere in this window of 
the F. & R. Lazarus Co. of Columbus, Ohio 


Do Your Windows Indicate 
That Fall Is Here? 


ANY people think there is 
M nothing so uninteresting as 

a shoe display. They look 
in the windows when they really 
need a pair of shoes, and pass them 
by at all other times. 

We feel, however, that a shoe dis- 
play can be as interesting as that 
of any other kind of goods. We 
must admit, however, that we sel- 
dom look in a shoe window unless 
there is something unusual about it. 
By this we do not mean that- it 
must be so exceptional that it stops 
traffic. But there must be some- 
thing more to it than shoes piled on 
pedestals with their prices below. 

There are many timely angles 
that can be introduced in autumn 
footwear displays. For example, 
there is school opening. Even pa- 
rents who feel that Bobby’s shoes 
can be made to last a few months 
longer, will fall for shoes arranged 
in a suggestive school opening dis- 
play. 

Then, for something different, 
there are the Harvest Fairs and 
Horse Shows to give you ideas. 
After this comes the beginning of 
the social season. 

The Jones Dry Goods Co., Ta- 
hoka, Tex., were to the fore with a 
display of school shoes for chil- 
dren. 


The background consisted of a 
hand-painted woodland scene. Di- 
rectly in front of this, standing in 
the: center of the window, was a 
cardboard schoolhouse. This house 
was painted to resemble a log 
cabin. 

On the steps of the school was 
a school girl gazing with admira- 
tion at her “boy friend” who stood 
nearby. He was dressed in patched 
overalls, but wore shining new 
shoes. It was evident that he was 
making a hit with his new shoes. 

Two cards placed conspicuously 
in the window read: 

“School Days are Here. Which 
Means that your Children Should 
be Fitted up for the Occasion.” 
“Growing Children should have 
Shoes that fit them well. Let us 
help you fit them up.” 


ISPLAYS which deal with vital 
local improvements are bound to 
attract attention and reflect favor- 
ably on the civic interest of the 
merchant concerned. W. J. Clark, 
South Dakota, decided that the ap- 
proach of school opening was an 
especially appropriate time to deal 
with the inadequate educational fa- 
cilities in the town. 
“Lead is a town of about 7000 
population,” pointed out Mr. Clark, 


in dwelling upon the idea back of 
the display. “The schools have 
been overcrowded for a number of 
years. More room was an urgent 
necessity, so the school board de- 
cided to call for a $50,000 bond 
issue for the erection of a new 
school building. The entire city of 
Lead was in favor of the bond issue, 
as evidenced by the election results 
—1224 for and 94 against. 


66 WEEK before election I con- 

ceived the idea of installing a 
window display which was favorably 
commented upon. I used blue crepe 
paper for the background, with a 
monster Old Glory draped down the 
middle, and smaller flags at the 
sides. I also tacked a few white 
cards in the blank spaces and on 
these cards I told some good rea- 
sons why folk should vote for the 
bond issue. 

“T used sand on the entire floor 
space and dressed some tiny dolls 
to represent school children, a num- 
ber of which I clustered at the 
right end, with a small card re- 
minder that ‘We want more schools.’ 
At the back of the dolls I placed a 
miniature log cabin, to bring out 
the idea of poor and unsanitary 
conditions existing years ago. I 
had a small red school house for 
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the centerpiece, 
with a tiny fence 
built around it and 
kiddies playing in 
the school play- 
ground. To the left 
of the schoolhouse 
I had a flag stand- 
ard, on the floor in 
front of which I 
spread a reproduc- 
tion of the Consti- 
tution of the United 
States. At the right 
end of the trim you 
will notice six dolls 
named on nearby 
place cards. These 
represented the five 
members of the 
school board and 
the Superintendent 
of Schools. 

In the corner 
trim of the Wolff- 
Berger Co., Mober- 
ly, Mo., devoted to 
men’s autumn shoes, 
a three-wing screen 
was placed ' where 
the window took a 
curve at the rear 
centre. The paneling was dolled up 
with light brown pleated curtains, 
with a fancy wicker basket of arti- 
ficial grapes, pears, apples and sea- 
sonable foliage hung from the top 
of the center wing. In front of 
this the footwear was presented on 
three stand units, one at each end 
and center. On the central unit 





A school opening window which was used also as propaganda 


facilities of the community. 


Autumn leaves and birds on the panels and the rest of this 
window in the Boyer Shoe Store, Sudbury, Ont., was devoted 


to a boudoir effect 


was a crush of brown velour, trail- 
ing to the floor at either end, with 
more shoes in evidence. 

Redolent of the autumn harvest 
sums up the admirable showing 
made by Taylor’s Boot Stores, 
Bingley, England. The background 
made use of a semi-permanent fi- 
brous plaster setting, with a pillar 
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at each end. Not 
the rear end, how- 
ever, for the setting 
extended around 
the sides to the 
front. The top piece 
encircling the plas- 
ter work had ro- 
settes on the ends 
facing the front, 
with two more haif- 
way around the 
sides, and the cen- 
tre rear taken care 
of _with a _ fancy 
bordered medallion, 
which bore the let- 
ter “T.” Inside this 
archwork, at the 
rear centre, was a 
painted panel in 
colors of a wheat 
field at harvest 
time. At each side 
of the painted panel 
was an electric 
candle in an orna- 
mental bronze 
holder. 

The footwear of- 
ferings were as- 
sembled on_ three 
stands—the two side stands rising 
almost on a level with the arch. 
A lower stand was purposely chosen 
for the central position so that an 
unobstructed view of the painted 
panel could be had. 

A few sprays of autumn leaves 
sprinkled among the shoes helped 
along the seasonable atmosphere. 


against the inadequate school 
Trimmed by W. J. Clark in Lead, South Dakota 
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Back of the arch were dark hued 
curtains, which threw the white 
plaster work into relief. 

An island window display form- 
ing a link in the store-wide Fall 
Exposition of the F. and R. Lazarus 


The background was decorated 
with lovely autumn foliage, which 
fell gracefully to the platform and 
trailed along its sides. On either 
side of the back wall was a plaque 
showing cherubs playing about. 


Wolff-Berger Co., Moberly, Mo. Brown pleated curtains on the screen. 
A hanging basket filled with artificial fall fruits 


Company, Columbus, Ohio, was de- 
voted to women’s footwear and 
hosiery. The one making an espe- 
cial appeal to women folk presented 
the latest authentic footwear styles. 
The background was cared for with 
nut brown voile, against which, 
from a high point at the middle, 
came a gold metallic curtain, 
which trailed downwards a little 
ways and then continued on a 
slant to the lower left rear ex- 
tremity. Here was an artistic 
cluster of potted palms and 
ferns, among which a_ black 
bronze statuette of a harvest 
goddess was stationed, with the 
end of the gold metallic curtain 
draped over her shoulder. Her 
other shoulder was burdened 
down with big bunches of arti- 
ficial rich green grapes. Brown 
foliage roping ran along the top 
border of the gold metallic cur- 
tain. 

Reposing on a stone garden 
bench at the right end was a 
sitting female figure in a rich 
green semi-evening gown, and 
wearing shoes and hosiery to 
match. On pedestals of gradu- 
ating heights were a few choice 
autumn footwear offerings, with 
stockings in some cases draped un- 
der the shoes. This was the work 
of A. Matzer, display manager. 

In the centre of the display ar- 
ranged by Shartenberg’s, Paw- 
tucket, R. I., for their autumn open- 
ing (not illustrated), was a plat- 
form about two. feet high. 


At the rear center of the plat- 
form was a very tall, broad urn, 
ornamented with cherubs and 
graceful maidens. On top of the 
urn was a low pedestal which held 
a pair of shoes. 
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The term “shoe trees” was played 
up in a window of the Regal Shoe 
Co., Denver, Colo. 

In the center was a tree trunk, 
its base heaped about with autumn 
leaves. Autumn leaves also cov- 
ered the floor, in artistic disarray. 
In a crouch of the tree trunk was 
a stuffed owl. On each side of the 
tree was a three-rail fence, made 
of tree branches. 

Over the floor were placed many 


_ large limbs, and where the branches 


had been sawed off, blue velvet 
rests for shoes had been attached. 
These held stylish footwear, backed 
up by a card which read: 

“Smart Modes for Autumn and 
Winter.” 

All discriminating women know 
that shoes can make or mar a com- 
plete costume. When looking for 
just the right pair of shoes for best 
wear, they may glance at the ordi- 
nary windows, but they look with 
interest at the display that shows 
pretty shoes among stylish sur- 
roundings. 

This was the case with a tasteful 
showing made on behalf of the J. 
P. Cook Co., Ltd., London, Ont., 
Canada, by M. C. Hessemar. 

On the paneled background were 
two diamond decorations made of 
square pieces of flowered silk, gath- 
ered into a diamond shape. This 


A trim seen in Taylor’s store, Bingley, England. The panel in the back 
of the window depicts a wheat field at harvest time 


Other pairs of stylish shoes, both 
men’s and women’s were arranged 
on the platform, some on the floor, 
and others on pedestals. Bottles of 
perfume and chains of beads orna- 
mented the floor. 

The rest of the window held a 
few pairs of shoes, draped around 
which were folds of plush. 


gave the window an Oriental ap- 
pearance. On the floor was an 
Oriental rug. At the very center 
was a teakwood stand, draped with 
a piece of tapestry. On top was a 
single white shoe and a vase lamp. 
On its shelf was a pair of slippers 
on foot forms. At the extreme left 
was a low stand which held a bas- 


[CONTINUED ON PAGE 48] 
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Getting After the Trade From 
Out of Town 


Jamestown, N. Y., 
been in their efforts to 
get and hold trade from 
out of town districts, in 
addition to their well 
established city trade, 
that fully one-third of 
their present business 
comes from outside the 
city limits, some of it 
from as far as 100 miles 
away. 

To accomplish this, no 
miraculous methods have 
been employed by the two 
partners, Elmer J. Wade 
and Cyrus D. Wade, his 
brother. They have built 
slowly and solidly, purely on a basis of taking mighty 
good care to see that customers are satisfied. Follow- 
ing the first satisfactory sale, there has been the same 
care in follow-up; the same care in the study of the 
likes and dislikes of individuals; and the cultivation 
of a memory for faces and names which enables 
them to greet a large percentage with a really per- 
sonal welcome when they appear in the store. 

It has been a methodical development, not an over- 
night affair in any sense of the word and the result 
has been a steady profitable growth which has enabled 
the firm to branch out and open a new store, illustrated 
on this page. 

The formal opening took place Aug. 5 in the new 
location at 212 Main street. A feature of the new 
business is millinery as well as footwear. 

Elmer J. Wade, senior partner, started in the shoe 
business at 306 Main St., Jamestown, N. Y., May, 1908, 
in partnership with E. V. Bly, known as Bly & Wade. 


O successful have 
Wade Brothers of 


January, 1912, Cyrus D. Wade, a brother, purchased 
Mr. Bly’s interest and the partnership of Wade Bros. 
was formed. The Wade Bros. set out to make theirs 
the best and most up to date store for service, catering 
only to the medium and high grade trade. Correct 
fitting has always been their hobby. All shoes are 
marked in plain sizes and widths. Service and cour- 
tesy coupled with correct fit and quality has made 
it possible for them to increase their business each 
year over the preceding one. 


HEIR first big step forward was in 1916 when 
they completely remodeled their store, putting in 
a new and up to date front, single box shelving, new 
seating and installing a shoe shine department and 
a complete repair department with Goodyear shoe 
repairing machinery of the latest type. 
The next step forward was in 1921 when they again 
remodeled the interior. 

Following the same 
policy of correct fitting 
they continued to grow 
and in March, 1926, they 
purchased the three-story 
brick block in the heart 
of Jamestown’s business 
district. 

They have discontinued 
the sale of men’s and 
boys’ shoes, making the 
new store an exclusive 
women’s and children’s 
shop. Women’s and chil- 
dren’s shoes and hosiery 
are on the first floor, the 
millinery shop on the 
second floor. Shoe re- 
pairing and cleaning are 
on the third floor. Stock 
room in basement. 
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Shoe Fitting a Noble Art 


The People Who Fit the Feet of the Nation Have 
a Great Responsibility 
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By Uncle Dudley 
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—aF any young man or woman 
feels the least bit ashamed of 
being a shoe salesman or sales- 
woman let them stop and check 
up. It is one of the most hon- 

orable callings. It is also one of the an- 
cient professions. Do you know the story 
of Crispin and Crispinus, that noble pair 
of brothers who made shoes, sold them 
and gave the money to the poor? That 
was a long time ago, brother and sister 
shoe salesmen and women. Away back 
there in early Roman history. Crispin 
was sainted for his work. His day is 
celebrated by some of the shoe workers’ 
guilds to this day. 


* * * 


HY, you folks who fit feet, think! 

You have the future welfare of the 
nation in your hands. You can cripple a 
nation or you can make it the best shod, 
best fitted lot of people on earth. What 
are you going to do about it? 

Let’s all take a brace and get hep to our- 
selves. There are many who need no ad- 
monishment from me. They take their 
jobs seriously. They feel their responsi- 
bility. No doubt a lot of youngsters who 
are willing to call themselves “shoe dogs” 
or “clerks” will laugh this off. But I 
can’t help feeling that we ought to take 
ourselves more seriously. 


HINK of the great men who have 

been shoe salesmen. And shoe mak- 
ers as well. Ever hear of old Roger Sher- 
man? There was a man! He went up in 
this world, too, Roger did. 

Personally, I am proud of my calling. 
I like to have the boss introduce me to 
some pet customer and say: 

“You know Uncle Dudley, of course. He 
is one of our corner stones.” 

I know that he means it, too. I try to 
live up to his estimate. It’s great to be 
one of the corner stones of a business. 
Some of these times you’ll see my name on 
the sign. That’s what I’m aiming at, boys 
and girls of the shoe business. What’s 
your aim? 


* * * 


FELLOW out in Los Angeles offers 
A the name “Shoe Fitter” as a better 
title than “shoe clerk.” I like his sugges- 
tion fine, but we will wait and see what 
the committee that Mr. Anderson selects 
has to say about it. I would like to see 
the word “foot” mixed up in it somehow. 
“Foot Fitters” comes nearer hitting the 
soft spot in my heart. 

Let’s bar out “Pedomedist” right at the 
start. That sounds medical to me. What 
do you all think? Come right along and 
tell your tale. Nobody barred excepting 
the ones that think they are too smart. 
They never count, anyhow. 
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Style Paramount in Shoes the 


World Over 


linger with the hope that the 

day of fancy shoes is about 
over and that shoe styles in Amer- 
ica will return to former standards. 
Many of these shoe men have a 
hope that two seasons a year can 
be brought back if enough mer- 
chants stick together to bring it 
about. 

Many shoe merchants are con- 
tinuing in the belief that the mat- 
ter of shoe style is something de- 
veloped by an energetic designer, 
plus a pattern man and a last man, 
and that shoe style is manufactured 
to bring about factory volume. 
Such merchants are invited to look 
at the file of business papers in the 
BooT AND SHOE RECORDER office. 

Every business paper covering 
shoes and leather is available. 
Every country on the face of the 
globe seems to have its distinctive 
business paper in the shoe field. 
Russia, China, Japan, Mexico; in 
fact, all the nations of the globe 
find it necessary to keep in touch 
with footwear, its production and 
distribution, through technical and 
business papers specializing in that 
field of effort. 

Lay all the papers down on a big 
table and examine them carefully. 
What do you discover? A surpris- 
ing uniformity in style develop- 
ment. These same papers of an 
issue five years ago would show an 
absence of shoe illustration and an 
emphasis on price and selection of 
materials. So, evidently the entire 
world suddenly became shoe con- 


S ne veteran shoe men like to 


Typical shoe from South America 
as shown in “Revista Illustrada 
de Couros e Calcado” 


scious after 1920, for the great 
growth and development of fashion 
in these countries has occurred 
since that time. 

We are now endeavoring to make 
a study of the cycle of styles in 
each country. For example, the 
vogue for reptile leathers and 
grains was at its peak two years 
ago in England, and still continues 


Typical shoe from England as 
shown in “The Footwear Organ- 


9? 


Typical shoe from Buenos Aires 
as shown in “Revista Illustrada 
De La Zapateria” 


Typical shoe from Australia as 
shown in “Australian Leather 
Journal” 


its popularity to some extent. The 
demand for suedes in blacks and 
browns was very heavy a year ago 
this time, but has since dwindled 
and departed. In Australia, styles 
are strongly American in flavor. 
On the continent of Europe, blond, 
champagne and the light colors 
similar to parchment, have been 
popular for eighteen months, with 
public interest still in their favor. 
The light colors have helped the 
shoe business in Mexico and South 
America. 

When it comes to variety of pat- 
terns, the Italian trade papers show 
as wide and varied a selection as 
any in the world. They surpass 
Paris and step ahead of New York 
and St. Louis. We illustrate a few 
typical shoes from foreign coun- 
tries indicative of a trend in shoe 
making. 


ASHION in footwear is world 

wide and not a matter of Ameri- 
can concern alone. The impulse to 
adornment of the feet is interna- 
tional. So the merchant who feels 
that simplicity of footwear and a 
return to old-time methods is some- 
what behind the trend of the times 
as revealed the world over. 

Fancy fabrics, not only in even- 
ing, but daytime footwear, are de- 
veloping in many countries. Clever 
designing isn’t exclusively a Pa- 
risian or American art. Some of 
the finest shoe designs find ready 
sale in Buenos Aires, the Paris of 
South America. The world is still 
interested in prettier shoes. 


Typical shoe from Madrid as 
shown in “Gaceta de Cueros y 
Calzado” 
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Delman’s New Shop 
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Has Real 


French Atmosphere 


EW YORK boasts justly of the 

finest shops in the world, and 

her latest jewel adds still ,.more 
lustre to the tradition. 

It is the new home for Delman 
shoes in the Delman Building at 
558 Madison Avenue, a shop pleas- 
ing to all those who enjoy beauti- 
ful things done in the gracious 
manner. 

Stepping from one of New York’s 
busiest streets into this new salon, 
you are impressed immediately with 
the reposeful, luxurious charm of a 
Louis XVI drawing room—green 
glazed walls touched with gold; 
soft light from crystal sconces; 
long, mitred ‘mirrors, beige satin 
draperies, carpets of rose taupe, 
fine old paintings here and there. 
There is not a single jarring note 
to break the picture of welcoming 
hospitality. You might almost be 
having tea with friends amid the 
splendor of a home. Arm chairs 
and sofas in keeping with the ex- 
quisite decorations make you com- 
fortable while you are selecting 
your shoes. 


HROUGH an arcade made inter- 

esting by an exhibit of shoes in 
French cases one passes on to the 
second room, which repeats the har- 
mony of the first—cushions, occa- 
sional tables for magazines and ash 
trays—adding a fireplace and a 
quaint flowered fire screen, and two 


Stewie 


old-fashioned “love seats.” In the 
corner stands one of the delightful 
inspirations of the Delman estab- 
lishment, a French Sedan chair— 
no one knows how old—once used 
to carry pompadoured court beau- 
ties to the scene of their gaieties— 
now converted to a telephone booth. 

Another innovation is the special 
Evening Slipper Room, intimate as 
a boudoir, where only evening slip- 
pers are sold and exclusive fittings 
are given to bridal parties. 


N the second floor is the Cus- 

tom Department, a triumph in 
authentic reproduction of an old 
French pine room. It is panelled 
in mellow-toned wood and uses pro- 
vincial French furniture. Here the 
discriminating shopper can confer 
with Delman designers to evolve 
exactly her own ideas in shoes. 

A unique display idea which dis- 
tinguishes the Delman establish- 
ment is the huge oval window on 
the second floor, through which 
may be seen from the street the 
smocked figures of three expert 
shoemakers busy at their work 
bench all day long, actually turn- 
ing out the hand-made shoes that 
are sold in the shop. The impres- 
sive facade of the building, French 
travatine marble combined with 
polished black-and-gold marble 
trimmed with bronze, makes an 
effective frame for this unusual 
shop window. 
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The new Delman building 


On the street level the effect of 
a jeweler’s case has been achieved 
by the four small windows in a 34- 
foot front, which highly individual- 
izes the display. Inside, facing the 
drawing room, three arched re- 
cesses between the windows hold 
gem-like bits of bright footwear. 


ONCEALED panels give access 

to the stock and preserve the 
impression that one is the guest in 
a beautiful chateau. 

The Art Department has its studio 
on the second floor overlooking a 
tiny garden, where the designing, 
dyeing, hand painting and original 
effects are worked out. On this 
floor also are the executive and gen- 
eral offices, as well as the receiving 
and shipping departments. 

Good taste and rare artistic feel- 
ing have brought an atmosphere of 
Old World loveliness to this ultra- 
modern shoe shop where business 
is one with pleasure. In the short 


~ time since its opening it has already 


French Drawing Room in new Delman Shop, New York. 


become a place of which New York- 
ers are proud. 
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A Day—Divided By Shoes 


carry my size any more? was the 
chorus, but not in unison. 

“The cost of doing business is 
going higher every day. The net 
profit is being reduced, due to the 
losses on close-out merchandise. 
Shoes that are here today and gone 
tomorrow, tear us all to pieces. 





[CONTINUED FROM PAGE 33] 


Customers think it smart to appear 
to be hard to fit and suit. The only 
time that they come in asking for a 
particular shoe in a particular size 
is when we are out of it; or at 
least that seems to be the case. 
“Conditions will be better, and 
this style problem will solve itself. 


Merchants must be alert, having 
their ear to the ground for new 
ideas and methods. They must in- 
dividually plan out a balanced stock 
that will automatically eliminate the 
odds and ends, having enough play 
on both fancy and staples to get a 
reasonable turn.” 











Do Your Windows Indicate 


That Fall Is Here? 


[CONTINUED FROM PAGE 43] 


ket of roses. A pair of pumps was 
at one side of the flowers. The 
stand was draped with a piece of 
Persian silk, which fell to the floor 
in folds. At the extreme right was 
another stand of the same order, 
draping the same. This held a pair 
of pumps and an Oriental incense 
burner. At the left of this stand 
was a tall floor lamp. Another low 
taborette contained an _ incense 
burner and a pair of pumps. Shoes 
were placed on the floor, and on a 
soft, round cushion. 

During National Shoe Week, the 
Boyer Shoe Store, Sudbury, Ont., 
Canada, made use of the movie ap- 
peal to bring in the public. 

Their window display arranged 
by Miss Phiney Quinn, gave just 
the right amount of photoplay ro- 
mance, for it represented a movie 
star’s dressing room. 

The background consisted of 
panels, showing a design of autumn 
leaves and birds. The floor was 
first covered with a rug, then 
draped with white plush. 

At the right was a dressing table, 
upon which was a white ivory set, 
two candlesticks and a framed 
photo of Agnes Ayres. 

Thrown over the seat was a love- 
ly yellow breakfast robe, resting on 
which was a pair of black satin 
pumps and stockings. 

Another pair of shoes with stock- 





ings to match, was placed on the 
dressing table. 

At the rear centre was a tall 
pedestal holding a basket of ferns. 
Resting against the base of the 
pedestal was a picture of Mary 
Pickford, below which was printed 
“Fall Styles—This is Shoe Week.” 

Directly in front of this was a 
soft, padded stool, which held a 
very dainty pair of pumps. 

On the floor, propped against the 
dressing table at the right, was a 
picture of Betty Compson. 

At the left was a chair, over 
which was thrown a smoking jacket. 
On the seat was a cane and a pair 
of shoes. Nearby was a smoking 
stand. 

On the floor were various kinds 
of shoes, each neatly priced with a 
green card, printed in blue. All 
the ladies’ shoes were named after 
a photoplay. 

Mr. H. C. Lampe and Mr. L. A. 
Zieske, of the Service Shoe Shop, 
Huron, S. D., arranged a _ very 
charming booth for the State Fair. 

The booth was entirely covered 
with gold paper, bordered with 
purple velour strips. The pillars 
were decorated with strips of cut- 
out crepe paper. All across the top 
of the booth were pictures of the 
shoes on sale at the Service Shoe 
Shop. These pictures, or rather 
posters, were decorated with. fes- 





toons of crepe paper, in gold and 
purple. 

The pillars and rear of the booth 
were liberally placarded with cards 
boosting a nationally advertised 
line of shoes. 

Paper chrysanthemums, follow- 
ing out the color scheme of gold 
and purple, further decorated the 
booth. 

Inside the booth, wicker furniture 
added a homey touch. Shoes were 
displayed on stands at the rear, 
and in shoe boxes at the sides. On 
the counter silk hose was exhibited 
on leg forms. 

A platform in the centre of the 
booth was provided for the charm- 
ing young lady model, who demon- 
strated the latest feminine foot- 
wear styles. 

A card, hung from the center, 
taking up a corner of the booth, 
was made entirely of purple and 
gold crepe paper. On the gold cen- 
ter were printed the words in pur- 
ple, “Service Shoe Shop.” 

Olds, Wortman & King, Portland, 
Ore., exploited Stock Show Week 
with a novel display. They know 
that every one wants to dress up 
for the event, so they hinted that 
now was the time to buy. 

At the left, standing on a pile of 
straw, were some cardboard cut- 
outs of a cow, calf, and a pig. 
These were roped off from the rest 
of the window. Standing in front 
of them were a man and a woman, 
stylishly dressed. They were gaz- 
ing with interest et the blue-ribbon 
animals. A blue ribbon was tied 
to the rope. 
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THE QUALITY SHOE MARKET OF AMERICA 


THE CAHILL COMPANY THE JULIAN & KOKENGE COMPANY 


THE STANLEY DUTTENHOFER SHOE 
COMPANY THE ROTH SHOE MANUFACTURING CO. 
THE VAL DUTTENHOFER SONS COMPANY THE KRIPPENDORF-DITTMANN COMPANY 
THE HOLTERS COMPANY THE VOLLMAN-LAWRENCE COMPANY 


THE CHARLES MEIS SHOE COMPANY THE SCHEIFFELE SHOE COMPANY 


THE P. SULLIVAN SHOE CO. 
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24 hours with the man 
who earries Cincinnati shoes 






seeicipantinmeananaeeee 
Nee 





9 A.M.—“These Cincinnati people certainly keep their shoes mov- 
ing, thinks the man who carries Cincinnati shoes as he opens his 
morning mail. For here are some honest-to-goodness selling and ad- 
vertising ideas—“dealer helps” that really do help. “I’m going to 
use this stuff,” says the merchant, “it looks mighty good to me.” 


10 A. M:—Down on the main floor he sees Mrs. Banker. He hears 
her ask for a Cincinnati “proposition” shoe by name—a shoe adver- 
tised in one of the leading national women’s magazines. “I saw this 
shoe advertised in the magazine,” she says, “then I saw your own ad- 
vertisement in the newspaper.” And the shoe merchant remembers 
that that newspaper advertisement was one of a series sent to him 
by the manufacturer. 























12.15 P. M.—During the noon hour Miss Office Girl comes in look- 
ing for shoes that have a lot of “snap” and yet are priced from $6 
to $8. The shoe merchant watches as she is fitted in Cincinnati Style 
McKays, styled to start sales and priced to close them. “Giving 
them what they want at a price they can afford to pay is surely good 
business,” he says to himself as Miss Office Girl hurries out in her 
new footwear. 










2 P.M.—In the afternoon the family groups begin to arrive— 
Mother bringing Junior and Mary in for their new summer shoes. 
Here again it is Cincinnati shoes that get the sale, for the Cincinnati 
market offers children’s shoes as smartly styled and as moderately 
priced as are the Cincinnati shoes for grown-ups. 










3 P.M.—Now the shoe merchant is given another example of the 
wide selection offered in Cincinnati shoes. A society girl—a mem- 
ber of the younger married set—is being fitted with a pair of 
strictly style shoes with high heel and short vamp and a slender 
strap. In the next chair an athletic type of girl is getting shoes for 
a hiking trip. And the shoe that is made for the mirror as well as 
the shoe that is made for the open road carries a Cincinnati trade- 

“mark. 















Later in the afternoon an elderly woman comes in for some arch- 
support shoes, and the salesperson brings out one of the models 
that have given Cincinnati such an enviable position in the field of 
specialty footwear. 
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4 P.M.—The shoe merchant is wearing a self-satisfied smile—he 
has just heard a salesperson tell a customer that “we haven’t your size 
in this model. But we will have it for you in two or three days. For 
this shoe comes from a Cincinnati maker whose In-Stock Depart- 
ment is always ready to ship shoes on the same day that the order is 
received. Nor does it take long for shoes to come from Cincinnati, 
for the Queen City has an ideal central location and exceptional 
shipping facilities.” 


And so the day draws to a close, but there will be another like it to- 
morrow and the next day and the day after that. For the man who 
carries Cincinnati shoes is always certain of two things—first, that 
he has shoes which can be sold; second, that he will be given every 
possible help in selling them. A complete shoe store can be oper- 
ated with Cincinnati shoes alone. It can stock “style” shoes and 
“sensible” shoes; “proposition” shoes and “feature” shoes; shoes that 
are nationally advertised and that offer local advertising in addi- 
tion; shoes in all grades and prices and for every member of the 
family. And every Cincinnati manufacturer is putting careful 
thought and earnest effort back of the old slogan about its being the 
“last sale that counts.” 


In a previous editorial we talked about Concentration. And here we 
have a typical example of a merchant who has found that concen- 
trating on Cincinnati is a most profitable method of applying the 
concentration idea. 


Form a “Hole in One Club” 


One of the largest shoe stores in the United States has found that 
during the golfing season a “Hole in One Club” is a paying invest- 
ment in good-will. This store allows golfer who makes a hole in one 
on any local course to come in and select without charge, any golf 
shoe in stock. 


There never are enough “hole in one” golfers to make the gifts too 
numerous, and every such golfer immediately becomes a walking 
advertisement for the store. You can bet that he will tell every- 
one about his hole in one—and about the shoes given to him by your 
store as a reward for his achievement. In other words, the “hole 
in one” idea is the best kind of word-of-mouth advertising that you 
could possibly buy. The hole in one plan has been an unqualified 
success in the store mentioned. 
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Flexridge will ap- 
pear in “Vogue” 
with monthly 
full-page adver- 
tisement. 


























“Flexible where you want it 
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VER since shoes have been made, there has been 
a tendency for them to gap at the sides, under- 
neath the ankle, and to slip at the heel. 
cially to a woman—the side-gap is as unsightly as the 


And—espe- 


heel-slip is annoying. 


Now, with the Flexridge 
Shoe, we have taken the gap 
out of the side and the slip 
out of the heel. For, in mak- 
ing this shoe, old-fashioned 
ideas of last-shaping which 
had prevailed almost with- 
out change for many 
years—were thrown into the 
discard. The famous Flex- 
ridge Four-Way-Combination 
last was evolved—a last which 
gives every Flexridge Shoe 
almost the fitting quality of 
custom-made footwear. The 
sides of this shoe simply can- 
not gap—even at the end of 


THE DUTTENHOFER BRANCH of The United States Shoe Company 


Sixth and Sycamore Sts., Cincinnati, Ohio 
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Among 


the Missing— 
The Side-Gap and the Heel-Shp/ 


. Rigid where you need it.’ 
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the season’s wear they remain trim and shapely and 
graceful. 


The Flexridge heel, too, is very different from the 
ordinary heel. Wide at the base, and cupped to give 
an ideal heel-seat, it narrows at the top. Without 
binding or chafing, it grips the foot firmly, and will 
not ride up and down. One good result of this close- 
fitting heel is the fact that silk stockings, which usual- 
ly rub rapidly away at the heel, have a much longer 
life when worn with The Flexridge Shoe. 


No need to tell you that these two advantages give 
your salespeople two real talking points. And they 
bring satisfied purchasers back for another pair. 
Along with the short shank, which leaves the foot 
flexible while supporting the arch, they make Flex- 
ridge one of the really distinctive shoes on the market 
today. Exclusive Flexridge representation in your 
territory may be open now—write for full informa- 
tion while the Flexridge opportunity is still knocking 


at your door. 
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This shoe with the cut-away side shows you exactly what the Band- 
Grip is. There is a similar band on the other side of the shoe—when 
the shoe is laced the bands form a substantial but always flexible re- 
inforcement to the sides of the foot, making the shoe fit even more per- 
fectly and keeping the bones of the foot in their natural alignment. 








The BAND-GRIP 


a new, exclusive and revolutionary feature of the 


Sally Walker Shoe 


Something new and different in children’s shoes? Here 
it is in the Band-Grip, the most remarkable advance 
made in juvenile footwear during the past 20 years. 
Exclusive with the Sally Walker Shoe—-and represen- 
tation offered only to one merchant in each trading 
district. 


What is the Band-Grip? It is a band of leather run- 
ning up both sides of the shoe at the instep between 
upper and lining. The lacing of the shoe goes through 
perforations at each end of this band, so that it auto- 
matically wraps around the foot as the shoe is laced. 


What does the Band-Grip do? It keeps the young and 
growing foot in correct shape, preventing the foot from 


spreading. Unlike any form of rigid steel support, the 
leather Band-Grip is self-adjusting and flexible. The 
wearer of the shoe controls the adjustment of the band 
—it cannot be either too loose or too tight. 


The Band-Grip is a revolutionary advance in the mak- 
ing of children’s shoes. Every mother will quickly 
understand the advantages of this non-cramping, flex- 
ible foot support. And because this feature is found 
only in the Sally Walker Shoe, and because each Band- 
Grip merchant gets exclusive rights in his territory, 
it is your opportunity to sell something that competitors 
cannot duplicate. Sally Walker Band-Grip Shoes are 
worth your immediate attention—write or wire us 
about them today. 


THE SCHEIFFELE SHOE COMPANY 


Branch of The United States Shoe Company 
Sixth and Sycamore Sts., Cincinnati, Ohio 


Chicago Office: 
Room 1826, Republic Bldg. 


Cleveland Office: 
1538 Union Trust Bldg. 


SALLY WALKER SHOE 
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Trade Mark 
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No. S 415 
Black Kid 
on B. W. 


(Business Woman) 
Combination Last 
Sizes in stock 


AAA 5-10 B 3%4-10 

































Note the bandage (invisible). Just 
put a pair of BAND-GRIP oxfords 
on her feet—she will buy, because 
she can instantly 






















FEEL THE DIFFERENCE 











With gray kid linings. 












Extra charge for extra 85 20 " 
sizes and for triple E’s. @ net 30 days 


Order Band-Grips For Fall 


Carry a complete stock of Band-Grips 








All reports indicate that Oxfords will be 
and build up big repeat business. We 






very popular this Fall. Lace effects will snip Deebilies to tk ait-tene 
naturally predominate. These two facts order will be filled the same day it is 
assure you a steady, profitable business received. 





on Band-Grip corrective oxfords because 
they combine the features of the prevail- 
ing styles. 













a SPECIAL BAND-GRIP FEATURES 
It will support the side as well as the bottom of the arch. 








Write today for “In-Stock” folder, 
illustrating the BAND-GRIP and 
Patent and Black Kid B. W. (Busi- 
ness Woman.) Corrective Straps 
also in stock—as always. 


It is regulated by each individual to suit her particular 
needs and comfort. 


And the BAND-GRIP is patented—your customer must 
return to your store for her second pair because she 


can’t get ’em elsewhere. 


He ROTH SHOE”4@. 


“ CINCINNATI # 


New York Office: 842 Marbridge Bldg.—A. B. Clarke, Representative 
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Key-Styles for 
Key-Customers 


Your key-customers this fall will care- 
fully watch your shoe offerings. For, in 
keeping with the general style trend, 
they will want footwear that aids them 
in developing their individuality and yet 
remain fashionable. In fact, the fashion 
changes for fall are subtle, calling to 
play the keenest judgment of America’s 
leading shoe buyers. 


Grace of line and pattern, careful se- 
lection of materials and fine shoemaking, 
all will be demanded to the fullest ex- 
tent. 

Thus it is more important now than 
ever that you study and satisfy the taste 
of your key-customers. Stanley Dutten- 
hofer is offering a most unusual line of 
styles designed especially for your fash- 
ionable trade. They are key-styles for 
your key-customers. Don’t fail to see 
them. 


THE STANLEY DUTTENHOFER SHOE CO., CINCINNATI 


THE ARTISAN TIE 


Stroller Tan Calf Vamp 
and Quarter. Chameleon 
Collar, Vamp Strap Tip 
and Heel Cover. 18/8 
heel. McKay. 








AOL 


When writing to advertisers please mention Boot anp SHOE RECORDER 

















Your store is open every month in the year—rent goes 
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SELLING TIME 
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J & K Foot Saver Advertising represents a large invest- 
ment every month to acquaint the women of your town 
with the exclusive features of FOOT SAVER 
SHOES. 


And Foot Savers do possess exclusive features—welts 
that are famous for their light, airy quality—patented 
in-built arch that gives faultless fit and buoyancy to the 
step—and distinctive styles that captivate the feminine 
heart. 


These features plus vigorous sales effort and an up-to- 
the-minute Stock Department, always offering the 
right shoes at the right time, form the solid foundation 
on which to build a permanent and profitable business. 


Foot Savers’ continuous sales efforts, Mr. Merchant, 
creates a volume market for Foot Savers on which the 
dealer can cash in every day in the year. It stimulates 
business—keeps stocks down to the minimum—sales 
up to the maximum—it has earned for Foot Savers the 
reputation of being the “non-inventory line.” 


YOU can cash in on Foot Savers’ tremendous advertis- 
ing investment and get your share of this continuous 
volume market by securing the valuable Foot Saver 
Franchise. 


A few territories are still open. Write TODAY for 
details of the Foot Saver opportunity. 


THE JULIAN & KOKENGE CO. 


Makers of the famous J & K 
Arch Fitting Shoes for Women 


East Fourth Street 
CINCINNATI 


When writing te advertisers please mention Boot anv SHoe RecorvER 


7 | 


r 


q 


a cl 


& a ag | aI, pgp 


bal 
¢ Lg 


a n|ae| *s 
or) 
5 


. 


_ 











a 

can 

a 
SUB oui 


34 





Ce ee ee 


i 





BOOT AND SHOE RECORDER September 11, 1926 


<oIonciN NAT 2 


Salable Styles... 


In the order of the illustrations, left to right: 


No. 3927—Patent Pump; Spike Heel; Beaded Bow, A to C. Same 
with Cuban Covered Heel, No. 3926, B to C. Same with 10/8 Block 
Heel, No. 3920, B to C. $3.35—IN STOCK 


No. 3956—Plain Pattern Patent Pump; Spike Heel, A to C: Same 
with Cuban ‘Covered Heel, No. 3956, B to C. $3.00—IN STOCK 


No. 8525—CMSC-Made Plain Pattern Patent One Strap; Spike Heel, 
AA to C, $3.50. Same with Cuban Covered Heel, No. 8545, A to C. 
$3.35—IN STOCK 


No. 8548—CMSC-Made Oxford; Cuban Covered Heel; Black Lizard 
skeleton stay; A to C. Same in Stroller Tan Calf with Gumwood 
Covered Cuban Heel and Stay, No. 8558, A to C. $3.85—IN STOCK 


No. 8647—CMSC-Made Oxford; Patent with Gray Snakeskin Covered 

Spike Heel and Quarter; A to C. Same in all black; Patent with 

Aguana quarter, celluloid covered Spike Heel, No. 8759, A to C. 
$4.25—IN STOCK 


No. 3859—Patent Oxford; Spike Heel; Checkered Black Calf Tongue 
and Inlays, A to C. Same with Cuban Covered Heel, No. 3858, A to C. 
Same in Tan Calf, Cuban Covered Heel; lighter shade checkered 
Tongue and Inlays, No. 3869, A to C. $3.35—IN STOCK 





lf you want to see a line of women’s novelties for Fall 
that’s highly interesting—visit one of our sample rooms 
in—Birmingham, Ala.; Cincinnati, O.; College Park, Ga.; 
Detroit, Mich.; Louisville, Ky.; Memphis, Tenn.; New 
Orleans, La.; or Rochester, N. Y. Second best—get a copy 
of the September issue of FOOT-LIGHT which presents 
them all in words and pictures. Either way, you'll see a 
line that offers you the greatest opportunities to finish the 
year in a very profitable manner! 











The CHARLES MEIS SHOE COMPANY 
CINCINNATI 
FACTORY AT 
LEBANON WO 








A SHOE FOR EVERY SHELF IN YOUR STOIRE 
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05616 


“IN STOCK” 


’ Patent Leather, with Silver-Black 
Three eyelet open throat. A pleasing pattern Comet Underlay 


for fall. You can have this popular number, , 
Price *3-% 


which is—priced right—at once. Wire or 
TERMS: 5% 10 DAYS 30 DAYS NET 


write. 
AA 5 to 7% 
A 4% to 7% 
Ba4 to 8 
Cc 3%to 8 
Single Pairs 25c. Extra 


HE CAHILL SHOE CO. 


CINCINNATI 
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DEPENDABLE 
Styles 


Three of the many new styles now being shown 


by our salesmen. 


K-D styles and quality are known from coast 
to coast, and discriminating merchants always 


give K-D footwear first place in their require- 


THE AMORE REGENT PUMP 
ments. 


The Krippendorf-Dittmann Co. 
Cincinnati, Ohio 
Style Quality Service 


THE BEBE OXFORD 
THE HELEN STRAP 


“Archopedic” Construction 


When writing to advertisers please mention Boot AND SHOE REcorDER 
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THE LADYS SHOE WITH DISTINCTIVE FEATURES 


é¢QC3OOTREST” SHOES OF CHARACTER ARE 

LITERALLY SWEEPING THE COUNTRY 
BY STORM. MERCHANTS EVERYWHERE 
APPRECIATE THE FACT THAT “FOOT- 
REST” SHOES TRANSCEND FAR ABOVE 
THE REALM OF ORDINARY CORRECTIVE 
FOOTWEAR. THE DISTINCTIVE “FOOT- 
REST” FEATURES ASSURE NOT ONLY PER- 
FECT FITTING SHOES AND COMFORTS HERE- 
TOFORE UNKNOWN BUT ALSO FURNISH 
MERCHANDISING ADVANTAGES THAT 
BREAK DOWN THE BARRIERS OF SALES 
RESISTANCE, MAKE THE FIRST SALE EASY, 

The Lady Isabelle AND “WRAP-UP” BUSINESS A CERTAINTY. 





The test of their worth is found in the remarkable achievement of open- 
ing two hundred NEW AGENCIES in three months; agencies with the 


best merchants in the largest as well as the smallest towns in America. 


ASK THE MERCHANTS WHO SELL THEM! 


The RLS They ARE Different 
Soft Leather 
Pad | ce 


“Built in” 
THE VOLLMAN LAWRENCE CO. 


CINCINNATI 


Makers of America’s Greatest Ten Dollar Retailers in Welts and Turns 
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Says the High Arch 
to the Low Price: 


“Welcome, 


Stranger!” 





able to meet. 





VER have a woman walk into your store for an arch-support 

shoe and walk out again because vour arch-support shoes cost 
more than she wanted to pay for them? 
Protex Arch Shoes take the price-hazard out of arch-support shoes. 
Keep your higher priced arch-support shoes, by all means, but 
round out the line with the popular priced Protex. 
woman who wants the advantages of an arch support will be a 
customer of yours, no matter how little she may be willing to 
Protex retails in the $7.00-$8.00 


pay for the support feature. 
price class—a figure which most women today are willing and 


You need a relatively 


ARCH, 13/8 leather heel, rubber top small stock of Protex Shoes, with the assurance that when sizes 


The CLARA In-Stock, too 

No. 54—All black kid four-button a ey ¥ : _Senclk c 

Ree ent COMBINATION PROTEX Every Protex Shoe is an In-Stock shoe. 

lift. . ° ° 
Price $4.60 Net run low more shoes will be always available on short notice. 
Price $4.60 Net 


No. 55—Same in all patent. : , “ 
No. BS ice $4.60 Net Then, too, the Protex Arch is style with all correctness and finished 


with all the care typical of Holters shoes. It is, of course, a con- 


servative, staple shoe-—but its very avoidance of the novel and 


their high average. 


arch-support market. 





the extreme makes it a shoe with a 365-day selling season. 
in the late August doldrums, Protex sales continue to maintain 


There is room in every shoe store for Protex. It will widen your 
And its In-Stock service enables you to 
unite small stocks with an adequate supply of sizes. 
been a success with hundreds of merchants like yourself—it will 
be equally a success with you. Write for full information about 
The Protex Arch Shoe today. 


The ZELDA THE PROTEX ARCH SHOE 


Neo SianS PAN tat THE HOLTERS COMPANY 


13/8 leather heel, rubber top lift. 
Price $4.60 Net 


Branch of The United States Skoe Company 


No. 64—Same in black kid. . m a - m 
Price $4.60 Net Sixth and Sycamore Sts., Cincinnati, Ohio 


Minneapolis Office: 723 Boston Block. 
Coast Representative: Art Naftzger, 
Hotel Gowman, Seattle, Wash. 
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PRESENTING 


RETIV SHOE 
WOMEN 


by 
ULLIVAN~C INCINNA 








Women of Fashion 


SULLIVAN Footwear has long held 

the preference for the Women of 
Fashion. They please her eyes, com- 
pliment her feet and add a touch of 
smartness to her general appearance. THE GILDA 


One of fashion’s newest fancy oxfords. 
Very smart in the Sullivan array of 


VERY keen merchant should see eaniieeiineiasa es 
the new lasts and patterns the 
Sullivan salesmen will show this 
month. Really a startling revelation 
in high grade shoes at popular prices. 


SFE this new line of “‘Pretty Shoes 
for Women.” A card or wire will 
bring you a salesman or samples. 


THE P. SULLIVAN SHOE CO. 


Makers of 
“Pretty Shoes for Women” THE TOOSA 


Cink . Another sparkling novelty from the new 
incinnati Sullivan line. Delightful to look upon 


and an elegant fitter. 
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¢ American Interlocking Shoe Store Chairs 
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Illustrating 
No. 6035 


A beautiful decora- 
tive treatment that 
will harmonize with 
any interior. A dura- 
ble chair, with deep 
curve back, mattress 
Spring seat, any cover- 














North Shore Bootery, Evanston, Ill. 


People seek up-to-date merchandise 


in stores which look up-to-date 


IDY, unshined shoes may still be good serviceable shoes —but they 

don’t look it. Nor does an old fashioned, unattractive store reflect prog- 

ress, smart merchandise, and good values. Like unshined shoes — unadorned 
stores hide their true worth. 


For fifteen years we have specialized in manufacturing the one factor of greatest 
importance in adding distinction to shoe stores—American Interlocking Shoe 
Store Chairs. For, beyond their utility, their greater service and longer life, is 
a beauty of line and finish that suggests careful store management, adds an air 
of prosperity to the store, invites more and better trade, and builds customer 
confidence. 


A Free Service to Improve Your Store 


Thousands of leading stores throughout the country are equipped with American 
Interlocking Shoe Store Chairs. And in these installations we have gathered 
many important facts regarding shoe store seating. Today our engineers and 
draftsmen offer you their experience free. With no obligation on your part 
they, will gladly suggest an arrangement of chairs to enable you to serve more 
customers, with greater speed and convenience, and at the same time add 
greatly to the decorative effect. Write to our Shoe Store Service Department. 
Their counsel and assistance is vours for the asking. 


1016 Lytton Building 
Branch Offices: 


NEW YORK: Room 601, 119 W. 40th St. 
BOSTON: Room 302, 69 Canal St. 





—i— 


These great 
features 


Greater seating capacity— 
chairs interlock. 

Greater comfort for your 
customers, 

Greater durability — these 
chairs are guaranteed 
against breakage. 

Greater beauty because of 
attractive designs. 

Greater economy in cost. 
15 years of experience to 
serve and assist you. 


ing and finish. 











This Booklet— 





The Shoe Store Beautiful 
shows many attractive 
styles and arrangements. 
Write for a copy, today. 


Awnerican Seating Company 


PHILADELPHIA: Room 703, 1211 Chestnut St. 
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How to Create Good Newspaper 


The printer is waiting for copy. The 
ad must get in that very hour or be 
omitted from the paper. The mer- 
chant sits down with a scrap or paper 
and a stub of a pencil and writes 
this: 

“A walking shoe, cut from Gallun’s 
No. XX5 calf with trim of AAT, 
Welt, 16/8 heel, blu. cut, 2% to 9, 
A to C, $——.” 

“There you are, Mr. Printer. Use 
a cut that you have and don’t bother 
me again about it till next week.” 
And the shoe man turns to other 
tasks. He has perpetrated a very 
usual and natural crime against ad- 
vertising. When time comes for the 
ad to begin to send people into his 
store he is amazed and indignant. 
Advertising doesn’t pay. He is going 
to cut it all out. He will bawl that 
newspaper man out next time he 


[CONTINUED FROM PAGE 40] 


sticks his nose into the store. He 
blames everyone but the right one 
for the lack of results. 

Look at his copy. In the very be- 
ginning he limited the shoe to a cer- 
tain class. He called it a walking 
shoe. Few people walk. He wrote 
the description naturally, as a shoe 
man would. He failed to think! He 
knew the colors. He knew what a 
16/8 heel looked like. He knew that 
“blu.”” was the abbreviation for 
“blucher.” But he never stopped to 
think that he was making people 
guess at his meaning. The illustra- 
tion did not illustrate. The printer 
grabbed the first shoe cut he saw 
and put it into the ad. It may have 
been a French heeled D’Orsay. He 
didn’t care. What he wanted to do 
was to get that ad into his paper and 
get the money for it. Ten, fifteen, or 


Advertising 


twenty dollars worth of good space 
wasted, because the shoe merchant 
was in a hurry. 

Here is a suggestion for the busy 
man. Set aside a certain amount of 
time for advertising. Give it, say, 
two hours of a day when you are 
least busy. Sit down and think out 
your advertising for several days in 
advance. Then, write, carefully, 
slowly, thinking all the time about 
the person who is going to read the 
ad. Write them a personal message 
about the shoes. Give it to them in 
language they will understand. 

It is such an easy matter to pre- 
pare advertising copy after all. If 
shoe men would devote as much time 
to study and preparation of advertis- 
ing copy as they give to thinking 
about dull times, they would have 
better times. 





Keith Has Largest Last Design 
Department 


BrocKToN—Starting in a space 8 
by 10 feet in the No. 1 factory in 
1902, the Geo. E. Keith Co. now 
claims the largest last and pattern 
designing department in the world. 
Nathaniel G. Shaw organized and 
still is at the head of the department, 
with Norman A. Chandler as his 
assistant. Steady growth of the de- 
partment made it necessary to move 
it to a new fireproof building in 1920. 
Now there are from 40 to 50 em- 
ployed, 15 of whom devote their en- 
tire time to designing. In 1925 there 
were made 311,924 patterns, several 
thousand of which were made in va- 
rious parts of the country. Designs 
were also sent in from Paris, Lon- 
don and Australia. The department 
conducted 47 men’s and 106 women’s 
“trying on” meetings when new 
styles were fitted to model feet. 


To Close Shoe Dept. 


MILWAUKEE— The shoe depart- 
ment operated at  Breithaupt’s 


ready-to-wear store by the Apple- 
baum-Mautner Co. will be closed at 
the end of the month, according to 
Irving Applebaum, manager of the 
department. The firm probably will 
seek another location in the city. 


Joins Plaut Display Staff 





Wiiliam J. McKeon 


William J. McKeon, former dis- 
play manager for Saks-Fifth Ave- 
nue and responsible for the stage 
setting at the last shoe style con- 
ference held at the Hotel Astor in 
New .York, has joined the display 
staff of L. S. Plaut & Co., Newark, 
N. J. Before going with Saks-Fifth 
Avenue, Mr. McKeon was with Lord 
& Taylor, New York, for several 
years, serving as display manager. 





“Keeping Track’ Helps 
Trade 


MINNEAPOLIS — How “keeping 
track” of every person who has ever 
bought a pair of special shoes in 
their store has been bringing them 
repeat mail orders from all over 
the world, even though they have 
been in business only three and a 
half years, was told by W. H. 
Du Beau, who with Louis Olson, 
owns the D & O shoe store. The 
success of specialized shoe fitting 
and a continuous campaign of ad- 
vertising the fact also is attested 
by the doubling of their sales since 
the year of opening, Mr. Du Beau 
said. The D & O handles the Wil- 
bur Coon line of footwear designed 
for difficult fitting. A recent ad- 
vertisement led off with the invita- 
tion to women to whom it applied 
to “bring those bunions or pet corns 
to us” to be comfortably shod. Re- 
peat orders have come from China, 
Hawaii, Alaska and about every 
State in the Union, Mr. Du Beau 
said. These orders are from women 
who had been personally fitted in 
the Minneapolis store and whose 
five measurements are on file on the 
cards made out at the time of the 
first sale. Frequent letters remind 
customers, no matter where located, 
that the measurements are on file. 
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- JOHNSON 


GERS 


—an incomparable 
line of canvas rubber-soled athletic and 
tennis footwear 


You've often longed, no doubt, for a line of canvas-and-rubber knockabout 
shoes having behind them the prestige of this great name—Enpicott-Jounson. 

Here they are. And greatly improved over the ordinary run of canvas 
upper-and-vulcanized-rubber-sole shoes. More rubber where the wear is hardest; 
more strength where the strain is greatest; best of quality and workmanship 
—giving greater value than any line you've ever seen before. 

Only a great organization specializing in shoes in huge quantities can make 
such values possible. 

Write immediately for catalog information and prices. 


ENDICOTT-JOHNSON 
ENDICOTT, N. Y. JERSEY CITY, N. J. ST. LOUIS, MO. 
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BEBE 
Style 218-3—Patent Leather 
Style 218 —Kid 
IN STOCK 
Width A—4 to 9; B—3% to 9; 
C and D—2% to 9 
Price $3.35 


Her Feet Are Her Fortune 


Engaged all day long at a task which requires a firm 
stance, this girl and thousands like her are potential cus- 
tomers for SALLY SWEET TURNS. Decorative to the 
eye they are dependable on the feet, uniting comeliness 
with comfort. 


You’ll get a major profit from every sale of SALLY 
SWEET TURNS, and the assurance that one pair sold 
leads to future sales. 


Ask us to demonstrate. 


MacLaughlin-Sweet, Inc. 


Auburn, Maine 


SALLY SWELT TURNS 
The Comfort Shoe of Somovn0ur 


When writing to advertisers please mention Boot AND Snore REcoRPER 
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SHOE TRAVELER NEWS 


Conducted by Helen M. Haney, Associate Editor 
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GROUP LIFE INSURANCE 
ANOTHER N. S. T. A. 
ACHIEVEMENT 


The Insurance Committee of 
the National Shoe Travelers’ 
Association, of which commit- 
tee Charles W. Morrill is 
chairman, on Sept. 2 signed a 
contract covering group life 
insurance with the John Han- 
cock Mutual Life Insurance 
Company. 

Sufficient members have 
signed the applications to 
more than cover the quota 
without which negotiations 
must have failed. Certificates 
dated as of Oct. 1 will be sent 
to all those members who have 
mailed in their applications. 


























Commonwealth Holds 
Outing 


WHITMAN, MAss.—Supplementing 
a week of conferences during which 
styles, credits and general business 
conditions were discussed, salesmen 
and executives of the Common- 
wealth Shoe & Leather Co. Friday 
enjoyed an outing at Fort Phoenix, 
Fairhaven, previous to departing 
for their territories. A fine shore 
dinner, program of sports and in- 
formal speech making featured the 
outing. President Charles H. Jones 
of the company was the speaker at 
the principal session of the confer- 
ence, and Frederick Ross of the 
New York office of the company told 
about advertising advantages in 
merchandising. 

Salesmen on the staff for the fall 
season are: R. G. Weldon, New 
York; W. L. Stewart, Cuenemo, 
Kan.; Fred Faulkner, Charleston, 
W. Va.; George Faulkner, Hunting- 
ton, W. Va.; Daniel O’Brien and W. 
C. O’Brien, Pittsburgh; George But- 
terworth, Los Angeles; J. R. Click- 
ner, Bloomington, Ill.; J. C. Trainor, 
Collingwood, N. J.; Charles Jordan, 
Wakefield; Frank Rowbotham, Dor- 
chester; E. C. Herbert, St. Louis; 
William Eliot, San Antonio; August 
Wolforth, Whitman; William Will- 


son, Mayfield, Ky.; J. A. Richard- 
son, Boston; Phil Murkland, Beloit, 
Wis.; Fred Mulhauser, New York 
City; William McCord, Shelby, N. 
C.; Alfred Leren, Eau Claire, Wis.; 
Robert Polson, Brockton; Simon 
Euwitch, John Roeder, Chicago; E. 
V. McNalley, Kansas City; W. H. 
Davis, Gainesville, Ga.; C. M. Dar- 
rah, Cleveland, and John Ford, 
Wollaston. 


Mayer Holds Conference 


MILWAUKEE—Members 
salesforce for the F. Mayer Shoe 
Co. were in Milwaukee for a sales 
conference during the week of 
Sept. 7, to inspect the new lines and 
to make plans for the coming sea- 
son. A number of new patterns in 
Martha Washingtons and Arch Sup- 
port shoes were displayed at the 
meeting as well as a new line of 
style shoes. 

During the past month patent 
leathers have been showing the 
most activity in style shoes made by 
this firm, according to Fred A. 
Mayer, sales manager. He states 
that patents with dark trims are 
preferred. Satins are also showing 
quite a bit of speed in recent or- 
ders, he added. Light trims have 
apparently departed with the sum- 
mer, and the reptile leathers are 
practically dead. There is some de- 
mand for light alligator trims, but 
all alligator shoes have dropped off 
sharply during the month. 


Hach Leaving for Florida 


CINCINNATI—John A. Hach of the 
Cahill Shoe Company, Cincinnati, is 
leaving for Florida. Mr. Hach is a 
Michigan and Florida representative. 
He spent a few days at the Cahill 
plant to get his new samples, which 
will be a special line adapted to the 
requirements of his Florida trade. 

Mr. Hach had a very pleasant busi- 
ness and social acquaintance in 
Florida last winter, and with his 
special Hine this season is very 
optimistic about Florida business. 

Mr. Hach is motoring South with 
his wife. They will remain in the 
South until about April 1. Making 
their headquarters in Tampa. 


of the 


Walk-Over Sales Meet 


BROCKTON—AIl but two of the 
force of thirty odd salesmen of the 
Geo. E. Keith Co. attended the 
week’s sales conference held at the 
Campello plant when new styles, 
advertising features and business 
angles were outlined by the execu- 
tive force of the company for the 
drummers. Climaxing the sessions 
was a dinner and sports program at 
the Walk-Over Club at which 
speakers were President Harold C. 
Keith, Vice-President George H. 
Leach and George H. Wilkins. 


Jim Estey to Cover 
All Southern States 


In the future Jim Estey will 
cover all of the Southern terri- 
tory for N. B. Thayer & Company, 
including North and South Caro- 
lina, Georgia, Florida, Alabama, 
Tennessee, Mississippi, Louisiana, 
Texas, Oklahoma, Arkansas and 
Kentucky. 

Jim has been selling shoes for 
the N. B. Thayer & Company for 
twelve years and has worked up a 
wonderful business with this 
snappy line of men’s shoes. With 
his sunny disposition he always 
gets the glad hand from his many 
customers. 


Jim Estey 
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These Carefully Chosen Patterns Will Tempt 


Berthe 
All Patent Leather 
Black Satin, Black Kaffor Kid 
Strap and Trim 
Spike and an Heels, A-B-C 


$4.25 


Rhoda 
Patent, Trimmed with Pecan Kid 
Pecan Kid, with Stroller Tan Kid 
Above in Spike and Ouban Heels 
Black Ooze Calf, Black Flower Calf 
Spike only, A-B-C 
$4.35 
All Patent Leather 
Black Velvet, Black Checker Ooze 


Spike and Cuban Heels, A-B-O 
Black Satin, Black Flower Calf 
Spike only 
$4.00 


Better Business 


Cynthia 


Patent Leather 
Black Satin 
Spike and Cuban Heels, A-B-C 


34.00 


With styles so constantly changing— 
with new ideas coming and going with 
such rapidity, it is quite necessary to 
have some one of sound style judg- 
ment to look to. 


I’ve had years of experience in the 
choosing of “best sellers.” This 
speedy age is “meat” for me, for it 
places due emphasis on the impor- 
tance of style as it applies to profit. 


Only the winners are to be found in 
our stocks. It will pay you to be 
counted among Merchants’ custom- 


ers. 
Yours truly, 


Geo. M. Rosen, Gen’! Mgr. 


Mabelle 
Patent Leather 


Black tin 
Spike and Cuban Heels, A-B-O 


Carolyn 
Patent Leather 
Black Satin 
Black Velvet 
Spike and Cuban Heels, A-B-O 
$3.60 


Fluerette 
Patent, and Black Flower Calf 
Patent, and Black Moire Satin 
Patent, and Cherry Patent 
Black Satin, — Black Moire 


t 
All Black Velvet 
Spike and Cuban Heels, A-B-O 
$3.60 


SHOE COMPANY 





MERCHANTS 
Boston, Mass. 


57 Lincoln Street 
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Canvas Shoes Are Year-Round 


Sellers 


Good Keds Trims Win Prizes for Merchants 


tion still ahead and thousands 
of tourists either walk by, or 
ride by, shoe store windows daily, 
to camps or cottages by the seaside, 
or in the country. Therefore, those 
merchants who are displaying canvas 
shoes are doing a good business. 
There has recently finished a Keds 
Window Display Contest, with $410 
awarded in prizes. This Keds con- 
test is an annual affair and mer- 
chants taking part in same show 
a keen interest in better windows 
and prove that they understand the 
art of getting the public into the 
store to buy more pairs of canvas 
rubber soled shoes, through ex- 
cellence of their trims. The 1926 
Keds National Window Display Con- 
test was keener than any which the 
United States Rubber Co. has here- 
tofore conducted. 
The first prize of $200 was 
awarded to The Palace, Spokane, 


(i are many weeks of vaca- 


Wash, The second prize of $100 was 
awarded to S. Muse, proprietor of the 
Breckenridge Shoe Repair Shop, 
Buffalo, N. Y.; Joseph Horne Co. of 
Pittsburgh received the third prize 
of $50. A close competition for the 
remaining six prizes of $10 each re- 
sulted in the following awards: 
Meekins, Packard & Wheat, Inc., 
Springfield, Mass.; Lever, The Shoe 
Man, Columbia, S. C.; Geo. Muse 
Clothing Co., Atlanta, Ga.; Asher 
& Naumann, El Monte, Cal.; Brown- 
stein’s, Huntington Park, Cal., and 
Cohen Brothers, Jacksonville, Fla. 
In addition to the prize winners, the 
judges accorded favorable mention 
to: Hardwood’s, Memphis, Tenn.; 
Howard C. Ware Co., New Rochelle, 
N. Y.; Geo. D. Doescher, Rochester, 
N. Y.; Sam Hempel, Cleveland, Ohio; 
Maurice, Mandel, Cleveland, Ohio.; 
Em Roe Sporting Goods Co., In- 
dianapolis, Ind.; Patton, Tilman & 
Bruce, Inc., Greenville, S. C.; M. E. 


Gensert, 15101 St. Claire Avenue, 
Cleveland, Ohio; J. Szabo, 9523 
Madison Avenue, Cleveland, Ohio; 
H. L. Randall, Sidney, N. Y. 

Fred S. Stewart Co., Atlanta, Ga.; 
Davison-Paxon-Stokes Co., (Patri- 
cian Shoe Dept.), Atlanta, Ga.; L. D. 
Adams & Son, Decatur, Ga.; Cham- 
berlain-Johnson-Du-Bose, Atlanta, 
Ga.; North Side Dry Goods Co., In- 
dianapolis, Ind.; Venberg & Co., 
Glendora, Calif.; Arthur Asher Co., 
Monrovia, Calif.; Hens & Kelly Co., 
Buffalo, N. Y.; Ed. Schuster & Co., 
Milwaukee, Wis.; S. Q. R. Store, 
Anaheim, Cal.; Walk-Over Shoe 
Store, San Bernardino, Calif.; H. N. 
Gibbs & Co., Jasper, Tex.; Central 
Boot Shop, Silver Creek, N. Y., and 
Ferguson-Iller, Inc., La Jollo, Cal. 

George Smith, a dean of display 
men, who designs the attractive win- 
dows in the New York office of the 
United States Rubber Co., was 
chairman of the Contest Committee. 


The Palace, Spokane, Washington, won the first prize in the Keds contest with this window. Karl M. Arn- 


’ dahl was the designer. The 


Palace has been a consistent entrant every year. Chairman of the Keds Contest 


Committee George Smith commented on this window as follows: “A high class display throughout due to the 


fact that ag 


representation of Keds 
figures which represented a whole family. 


timely and attractive 


— was used in a very effective manner in conjunction with wax 
ufficient showing of Keds on figures and stands. Setting very 
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Always Several 


SHOES 


IN STOCK 


“Dallas” “Bo-Lo” 


B545 Black Velvet e B540 =Patent Leather 
B595 Patent Leather . od Same with Cuban Heel 








B498—Black Velvet $4.25 } $ B618—Biack Velvet 
B3672—Patent Colt 5 BS72—Patent 
B3942—Black Satin . B573—Rlack Satin 


The MENIHAN COMPANY 


SHOEMAKERS FOR WOMEN 
Rochester, N. Y., U. S. A. 


New York Office: 612 Marbridge Bidg. Oakland, Cal., Office: 424 Belview Ave. 
B. W. MOYLAN H. 8. KUSHINS 








Chicago Office: Majestic Hotel 
F. J. SATEK 


Makers of Menihan Arch-Aid Shoe 
Write for Agency Proposition 
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Retail Merchants Enter Fall 
Season With Optimism 


Hesitant Buying in Some Centers Due to Weather 


country at present. In most places the fall season has opened up satisfactorily. In 

a few others, trade is hesitant, but in most of the latter cases this is due to adverse 
weather. Retail merchants in general are showing much optimism concerning the fu- 
ture business. The heavy orders placed with factories is proof of this. In the early 
fall demand consumers are still calling largely for patent, either plain or with trimmings. 
The new red patent has been given a fair amount of public approval in the larger shop- 
ping centers. Brown in calf, ooze, suede and patent seems to be growing stronger, and 
here and there a good call for gray is registered. The fancy oxford and the center tie 
models are the first choice in high grade footwear, although strapped styles are running 


TP eount is an unevenness in the tenor of retail reports from various sections of the 














about as well as ever. 
buckles. 


| NEW YORK 


Business Good 


ESPITE adverse weather con- 

ditions New York shoe retailers 
are swinging into the fall season at 
a rapid pace. Business, everything 
considered, is good. The early de- 
mand for new fall footwear is sur- 
prisingly strong, particularly in high 
grade stores. While a few retailers 
have put out some specials at low 
prices to get the fall season started, 
the bulk of them are asking full 
prices for the new season’s merchan- 
dise. 

Patent leather, by all odds, is the 
first choice in material for women’s 
shoes at present. The first ads on 
new fall shoes have been devoted al- 
most exclusively to patent leathers. 
Reptiles, both genuine and imitation, 
and also largely in black also have 
come in for a good early demand 
and ooze is growing stronger daily. 
Black satin and moire are showing 
up well in the early demand. 

Next to black the brown shades 
are running strongest, with a 
sprinkling of grey also showing in 
the current demand. The wine or 
cherry red patent seems to be mak- 
ing some headway, but the best em- 
ployment for this novel material is 
as a trimming rather than as a ma- 
terial for a complete shoe, according 
to the best judgment of merchants 
here. 





The fancy oxford is running 
stronger than ever. Some stores find 
that oxfords now form about 30 per 
cent of their business. This is ex- 
ceptionally high, but judging from 
reports, New York women are going 
to wear a great many oxfords this 
fall and winter. The Colonial pump 
and its variations also has caught on 
well. with New York women and 
promises to be a good selling model 
throughout the season. 

Strapped models, of course, con- 
tinue to sell well, in both the light 
and heavy strap effect. The latter is 
restricted mainly to shoes of the 











Modern Italian 


A popular style in Milano, Italy. 
Made of brocaded satin and patent. 


Colonials also are selling freely and stimulating the demand for 


tailored walking type and to foot- 
wear for the young girls. ° 

The men’s shoe business for fall is 
opening up nicely, with consumers 
paying some attention to the new 
custom toe last. This is being fea- 
tured in both high and medium 
grade footwear. The new high arch 
and high heel type has made little or 











CHICAGO 











no impression here so far. 
Business a Little Slow 

ALL business is still a little 

backward in Chicago. Merchants 
generally went through the summer 
season with the usual amount of 
liquidation and it is doubtful if 
volume was much less through July 
and August than a year ago. Nota 
great amount of left-overs were sold, 
however, the clearances being more 
on manufacturers’ surplus’. mer- 
chandise of recent make and style 
at low prices. 

The department stores seem to 
show a “more than usual” accumu- 
lation of odds and ends in the bar- 
gain departments. Aside from the 
steady demand for patent leather 
slippers, strap patterns and ox- 
fords in combination with grain 
effects and smooth leathers, there is 
little to definitely mark a trend in 
color demand. 

The nut brown shades of tan, in 
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No. B-401—$5.00 


=, IN STOCK 












No. B-402—$5.00 
4 — Black Glazed Kid Strap 
Patent Leather Strap Pump ~“ 
12/8 Cuban Heel SIZES AND WIDTHS 13/8 Cuban Heel 


















ae 


No. B-404—$6.00 No. B-403—$5.00 


Brown Kid Strap Pump Patent Leather Strap Pump 
12/8 Wood Cuban Heel 14/8 Wood Cuban Heel 


C. P. FORD & CO., Inc. - - - Rochester, N. Y. 


NEW YORK: Marbridge Building 


















“HUBTIP” “No-Metal- 
Tip” Shoe Laces Make 
Your Findings Case More 
Attractive. 







Attract the Eye and Profits Accrue 
with Goods of Quality 
“HUBTIP” Cabinet Containing 72 Single 
Pairs. Striking Three Color Cartons Sure to 


THE PROPER WELT Draw Attention. 






“HUBTIP” Individual Carton Keeps Laces 
FOR ANY SHOE iin und ta Good Condition. Tear to 






handle. 
Light Tan—Brown—Black 
A GOOD—STRONG—READY SELLER 





MEN’S WOMEN’S BOYS’ YOUTHS’ 










tr “HUBTIPS” 
=i No Metal Tipe—Braid from Tip-to-Tip " 
HAMILTON-WADE CO. a aes 1 


BROCKTON, MASS. 332 Albany Bldg., Boston 
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smooth leather, calf and kid and in 
the heavy alligator grains are meet- 
ing the approval of the early buyers. 
O’Connor & Goldberg in their Madi- 
son Street Bootery have featured 
the new dark blue shade of kid, and 
the blue-black grained leathers are 
being bought and gun metal hose 
with black heels to wear with them. 

The most featured of all the pat- 
terns are the high smart four and 
five eyelet oxfords with the short 
vamp effects and the big tongued or 
buckle gore oxford. Large cut 
buckles and buckle effects made of 
contrasting shades of patent and 
smooth leather are also featured. 

The oxblood patent and the choco- 
late brown are both seen in combina- 
tion and all-over effects, especially 
in pumps and strap patterns, but 
few so far are to be seen on the 
street. The most favored combina- 
tions are the patent and kid with a 
lighter shade in the kid leather. 
Covered heels are also prominent, 
mostly of the box type about 14 or 
16/. There are fewer spike heels 
seen. 

The men’s business has been bet- 
ter but is not yet up to the figure 
that it should be at this season. 
There has been an awakening in- 
terest, however, and the men’s stores 
look busier than they have for some 
time. Blacks are still growing in 
popularity and grained leathers 
surely will have a big place when 
fall business gets into its full swing. 

Wholesalers report a steady de- 
mand for “new” styles, but orders 
are not at all in large quantities. 
Future business is fair but only fair. 
Probably 50 per cent of the fall 
business is not yet on the books. 


| ST. LOUIS 


Business Gains 


N a majority of stores the volume 
of the retail shoe business dur- 
ing the month of August showed a 
perceptible increase over that period 
of a year ago. With the exception of 
one or two stores the increases in 
percentages ranged from 8 to as high 
as 20 per cent. Even better marks 
would have been reached but for the 
slackening tendency during the last 
week in August when business halted 
in the entire retail district. 

One excellent store operated by 
smart merchants showed a decrease 
in sales of approximately 5 per cent. 
This was attributed mostly to a lack 
of shoes and lost sales due to broken 
sizes. 

The downtown stores resumed reg- 


ular Saturday store hours last Satur- 
day but reports from a number of 
shoe stores indicated that this added 
little to the activity of the trade, 
which on this day was one of the 
poorest of the summer season. 

Patent leather is showing an in- 
crease in the demand. Added zest is 
being displayed for the shiny leather. 
This report was verified in all stores 
and the run being made on plain 
shoes is becoming more and more 
pronounced. One merchant remarked 
that he could do 60 per cent of his 
business on plain patent leather foot- 
wear. Another store raised the figure 
to 70 per cent. The two outstanding 
patterns in this material are a slen- 
der one-strap and a plain step-in. In 
all stores these two patterns are 
scoring heavily in the call. 

Some are of the opinion that there 
may be a switch later to other pat- 
terns and materials, but none dare to 
name the material or patterns which 





ONE TO A SHELF 


Saks-Fifth Avenue, New 
York, has a policy of display- 
ing some of its exceptionally 
fine shoes on beautifully lac- 
quered green or red shelves, 
which are usually made up 
something like the small book- 
cases that have become so 
popular lately. Only one shoe 
is put on a shelf, making that 
particular shoe stand out and 
attract more attention than 
otherwise would be the case. 
Some of the small shelf cases 
hang on the back wall of the 
window. 











they believe will supplant the present 
popularity of patent leather pumps 
and straps. 

Reptiles in some stores are re- 


ported fair. Brown shades are the 
selection of those preferring the 
jungle leathers. Brown and black 
king snake was reported by one large 
volume store as being better than 
fair. Alligator in brown continues 
to lead the reptile field. 

Mention has been made regarding 
oxfords which during the past week 
have shown a marked increase. This 
refers to walking oxfords and not 
the fancy tie-effects. 

Cherry patent was shown for the 
first time and the store displaying 
them reported very little activity 
though a few pairs were disposed of. 
Children’s shoes have increased in 
volume as the school season ap- 
proaches. 
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Good Demand for Fall Shoes 


ESPITE the usual ups and 

downs that harass the shoe 
dealer during the month that lies 
between seasons, Milwaukee mer- 
chants found the past “August very 
satisfactory for this time of the 
year, and they are now entering the 
fall season with a greater degree of 
confidence than is customarily ap- 
parent. The latter part of August 
saw a slight slackening in the vol- 
ume of business at some stores, 
followed by an immediate improve- 
ment as the calendar swung over to 
September. However, other stores 
reported a steady increase in the 
demand for fall shoes with only a 
little variation. 

Patent leathers are most generally 
mentioned as the most active item 
at the present time and the prob- 
able leader for the entire fall. How- 
ever, there are some dissenting 
opinions as to the relative impor- 
tance of other leathers, as some 
dealers are already noting a very 
good demand for the darker shades 
of tan and medium browns, and 
satins are mentioned with increas- 
ing frequency. Several high grade 
stores have been cashing in on 
cherry patents—or golden pheasant 
patent, as one store calls the new 
finish. These better stores have 
been the first to show the new 
leather, and the demand has been 
very fine for both pump and strap 
styles. However, there is a belief 
that the leather will soon be fea- 
tured in cheaper shoes, and the 
stores now showing them have been 
very wary about reordering. 

After the somewhat extreme nov- 
elty of summer shoes, fall models 
show a tendency to simplicity. This 
does not mean that there is any lack 
of variation in styling, for the fall 
lines include liberal showings of ox- 
fords, pumps of various types, ties 
and straps, with all showing early 
activity. 


Business Improving 


RADE in Cleveland has improved 

the last of August and during 
the first week in September. The 
nearness of school days for 125,000 
pupils has given an impetus to buy- 
ing. Women have started purchas- 
ing for fall wear also. Trade in 
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HOLOER Insure your source of 

a buckle holder supply by 
sticking to the Victory Holder. 
It is the original holder and is 
fully protected by patents. 


Many satisfied customers can be made by the sale of 
these handy holders that make it so easy to hold the 
buckle in place. They do not harm the pump, and 
make it so handy to make 
double on the ss 

PRESS OVER VAMP pump—a plain pump by 
~~ ° day; adorned with a pretty 
— RAISED POUNTS buckle by night. Put on 


ey ory - —_ single twist of the 




















FA 
Many retailers use them 
TO er — for window display as the 
fact that they do not mar 
the pump and can be 
changed so easily, and show off the effect of pump and buckle so beauti- 
fully, finds many window trimmers who cannot do without them. 








We will prosecute 
° e very opera pump customer is a prospect for a pair of buckles; with this 
those who infringe holder buckle can be attached instantly, making many extra buckle sales. 


on this patent. 
Jobbers Write for Prices 





FLEMING & KEEVERS CO., Ine. Manufacturers at NORTHAMPTON, MASS. 
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Sure Fire Profit Makers 


Sherwood’s ‘“‘Fifi’’ a **Revere”’ 


WO of the best reorder patterns 
ever introduced by us, combin- 

ing style, all around good fitting and 
graceful lines. Never found on bar- 
gain counters. Made with or without 


our Dr. Darling corrective features. 
“Fifi” The “Revere” 

















Buy these shoes Now, keep up the sizes and get a monthly turnover at a good profit. 
All toe shapes, all heel heights—Made “the Sherwood Way,” with the Beauty Arch 
Patent Leather—Black Kid—Black Satin—Black Suede—Also Colors. 


SHERWOOD SHOE CO. 
ROCHESTER, N. Y. 
NEW YORK CITY CHICAGO PHILADELPHIA 
Mr. Schneider, 907 Marbridge Bldg. Mr. Le Pine, 1618 Republic Bidg. Mr. Schoell, 119 So. 4th St. 


OAKLAND, CAL LOS ANGELES, CAL. 
Mr. Kushins, care Roos Bros. R. L. Wall, Lankershim Hotel 
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men’s shoes has been stationary for 
some time, and the weather is not 
cool enough to start them toward 
shoe stores for heavier footwear. 

Every survey of business condi- 
tions here and every prophesy that 
is made by men and women claiming 
to know something about industrial 
and commercial conditions and pros- 
pects sets forth glowing statements 
about a rousing fall and winter. The 
last seven months in Cleveland have 
been the best from a general business 
standpoint of any previous seven 
months since the boom days of the 
war, according to the Union Trust 
Company, the leading bank of Cleve- 
land. 

Low shoes are purchased almost 
exclusively by women. Few children 
are going to wear high shoes to 
school. This indicates another golosh 
season for Cleveland. Black is the 
favorite color. 

A few clearance sales are still in 
progress but the number of them is 
so limited and the range of models 
offered is so narrow that it is ap- 
parent that stocks of summer goods 
are about cleaned out. 

One of the strong buttresses to the 
feeling of shoe merchants that fall 
is going to be a good season is the 
list of facts brought out in a survey 
by the Labor Relations Committee of 
the Chamber of Commerce. That 
body reports that a survey of the 100 
more important plants of the city dis- 
closes the wage for common labor is 
44.9 cents an hour, the highest figure 
since 1920 and that employment has 
risen during July and August. 


CINCINNATI 
Trade a Bit Slow 
HE steaming weather of the past 
week—rain and hot sunshine in- 
termingled, doubtless was the prime 
cause of keeping the business tide on 
fall merchandise down. 

A good demand for children’s 
school shoes has been and is still be- 
ing felt although price seems to hold 
the greatest appeal. However, with 
a few cooler days, a general call for 
the new goods at regular prices is ex- 
pected. Conditions have been neither 
bad nor good. Moderate or fair is 
more descriptive. 

Trimmed styles in the feminine di- 
vision gained some in popularity, al- 
though many merchants are inclined 
to think the plain tailored effects 
safest. There has been some call for 


tan calf and a better feeling for 
satin. 








Black calf in men’s oxfords has 
also picked up and the modified wide 
toe lasts with only minor embellish- 
ments seem leading in favor. Higher 
heels on men’s oxfords are still a 
questionable factor here. 


| MINNEAPOLIS 


Patents Continue to Lead 


ITH sales completely out of 

their systems, Minneapolis 
shoe dealers have turned their at- 
tention to pushing the new things. 
Their windows present perhaps the 
prettiest and most elaborate range 
of fall footwear for women yet 
shown in this city. Black patents 














FANCY SHOE TREES 


Enameled shoe trees, deco- 
rated with flowers or other 
conventional designs, are 
among the accessories men- 
tioned in recent style dis- 
patches from Paris. 

They add a touch of line 
and color, and so brighten up 
the array of shoes in the 
closet or shoe trunk. The 
clever French realize that 
daughters of Eve are fasci- 
nated by a display of pretty 
shoes at home, as well as in 
the store, and that shoe con- 
sciousness is spread by the 
sale of pretty trees that make 
shoes look more and more at- 

















tractive. 








are holding up to their lead, while 
browns with reptile trimmings are 
running them a close second. The 
cut steel buckles are being widely 
displayed and, of course, are help- 
ing along in sales of patents and 
black kids to match. College and 
high school oxfords in tan or parch- 
ment calf are popular. Cuban heels 
are crowding out the flat heels. 
Business is seasonal, the opening of 
colleges and schools and the early 
fall buying being normal and giving 
little cause either for complaint or 
exultation, the dealers say. 


SAN FRANCISCO 





Patent, Satin and Kid Lead 


PPROACHING September found 
the retail shoe trade in San 
Francisco featuring the new styles 
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entirely. Early buyers are inter- 
ested in inspecting the cherry col- 
ored patents, new variations of 
reptile skin and other novelty ma- 
terials, but show a tendency to 
confine their actual purchases to 
patents, black satins and kids in 
subdued and quiet tones. In fact, 
patents and black satins led off the 
new season’s buying. . 

The several leading houses 
among the better class of shops, 
each show two or three models 
quite out of the ordinary and dif- 
fering in line and design from those 
of other shops. Cherry patent in 
chanel red and dark brown, combi- 
nations of reptile and kid, patents 
and reptile, basket weaves and 
dark shoes with touches of green, 
red and light colored kid are some 
of the materials that have been 
cleverly utilized. But in the main, 
window displays are confined to 
more standard leathers and colors 
in simple lines. Strap and open- 
work effects while prevalent, are 
conservative and the medium short 
vamp is the rule. 











DETROIT 























Merchants Optimistic 


LL indications point to a satis- 
factory fall business in retail 
shoe stores of Detroit. Merchants 
are pleased with the increase in sales 
of August of this year over those of 
the same period last year, and are 
generally optimistic as to the future. 
Sales of new fall merchandise are 
beginning to materialize and it ap- 
pears that the oxford and tie are 
going to receive a new life and bulk 
quite large in the fall business. As 
one merchant stated, “The women 
are beginning to look for more sup- 
port to their feet than can be secured 
in the flimsy strap styles and the new 
types of ties and oxfords are going 
to fill the bill.” 

At the Hanan & Son store, Adams 
avenue, West, an open-work oxford 
in a dull finished tan alligator calf 
with lizard trimmings is meeting 
with much favor. A patent leather 
tie with a black trimming and 
tongue of black reptile is also selling 
well. A light tan one strap with fish 
scale markings and trimmed with 
narrow bands of brown kid with a 
spike heel is being snapped up for 
more dressy wear. At Alfred J. 
Ruby’s, Washington Boulevard, a pa- 
tent onestrap with snake skin trim- 
mings in natural colors and spike 
heel is being shown for afternoon 
wear. 
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Tuts illustration proves that the ordinary methods of 
attaching wood heels is unsatisfactory. The victim might 
escape serious injury, but you cannot escape. You have lost 
a customer. Why do you permit such occurrences when 
you can easily remedy this evil— by specifying ALPHA 
Woop Heexz Screws? 


Women expect not only style and comfort in their foot- 
Farsighted retailers forestall vain wear, but also security. They are not familiar with the 
ee Sens ee erae ¥ shoe’s construction, but they have confidence in you. A 
ALPHAWOop HEEL Screws by the ] heel will d h fid F 
miepagflatieer. de depersant Bethe oose heel will destroy that confidence. For your own pro- 
tection, as well as that of your customer, insist upon the 


detail that will safeguard your 
customer and help create good-will use of ALPHA Woop Hee Screws in all your shoes. 
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United Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS 





When writing to advertisers please mention Boot anp SHoe ReEcorpER 
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Shoe Production Reaches | 


High Level 


Most Factory Centers Still Speeding Up Output 


for the fall, 1926 season, has reached a high level and that new orders coming 


Riter tre from the shoe manufacturing centers indicate that production of footwear 


in are of sufficient volume to insure active operations for some time to come. In 
women’s footwear black patent continues to lead in demand, but the high style centers are 
turning more attention toward brown, particularly the new luster browns in patent, such 
as cheery, wine and ox-blood. Tan calf and kid, as well as the browns in ooze and suede 


are showing up a bit stronger. 


Blue kid also appears to be holding its own in the mate- 


rial list. Reptile leathers still find their greatest use as trimmings, although the higher 
grade producers are using genuine reptiles for all over shoes. Men’s shoe producers are 
working on new lasts and patterns. The custom toe last is gaining ground and more 
manufacturers are trying out the new high arch, high heel shoe, some of them with suc- 


cess, according to reports. 


LYNN | 


Factories Running Briskly 


YNN swung into the fall season 
with its factorjes running 
briskly. Styles are reacting from 
sweet simplicity to smart novelty. 
Markets are firmer, and leather and 
materials are up all along the line. 
Browns are up for October de- 
velopment. Lustre browns, like cop- 
per, patent and cherry patent, are 
coming along, especially for trims on 
brown suede and brown kid shoes. 
Tan calf and kid, always good for 
street and semi-dress shoes, is toned 
up with contrasting reptile trims, or 
inlaid, tipped, or otherwise trimmed 
with pebbly grains, like seal. 

Chanel red velvet is new for dress 
shoes, to be worn with velvet gowns. 
Trimming velvet shoes, by the way, 
is proving a tough task. 

Blue, in midnight, navy and azure 
shades, is being developed in com- 
bination with gold and silver trims 
for semi-dress and dress shoes. These 
are in kids. Paisleys, brocades, and 
rich colors on leathers of fascinat- 
ing grains are also in the dress 
styles, such as shoes for dancing, in 
which a big business is expected. 

Reptiles, which sagged off a while 
ago, are back again, in monotones of 
brown and black for street and sport 
wear, and in two tones for use in 
combination with patents, suedes or 
grains in semi-dress shoes. 

Tanners are promising new fine 





leathers for smart styles in foot- 
wear. “We only scratched the re- 
sources of our art when we brought 
out reptiles” says one tanner. 

The first of the agrarian grains is 
squash, embossed in a squash figure, 
and in a squash tan color; after it 
may come cucumber grain in green, 
and beet grain in red. 

Valley gold, a new embossed stock, 
shows the gold down in the valleys 
instead of on the top of the embossed 


“POGOES” 


“Pogoes” is a title, newly 
suggested for that new class 
of shoes which are neither 
pumps nor oxfords. The title 
has, at least, the merit of 
brevity. 


























figures. Then there is “Treasure 
Isle” a new rich suede leather. 

Button effects are new. There are 
pumps with fancy fronts and two 
or three buttons on the sides. Not 
ordinary button styles are these, like 
the old time button oxfords, but but- 
ton pumps that are bewitchingly 
pretty. 

Side lace oxfords are being con- 
sidered again. They lace well to the 
front, and on the sides of the throat, 
with laces long enough to make a 
smart bow, but not so long that they 
will trail on. the sidewalk. 

“Live leather” an elastic material, 
is used in new models of stepins. 
Colonials have the courage to come to 


the front again, and they are resplen- 
dent in tongues and buckles and are 
made chiefly of patent or satin. 

Buyers who watch prices will be 
interested to know about the rising 
markets. Light soles, such as are 
used in popular grades for women, 
are up 30 per cent above the 
low level. European tanners are 
paying more for sole leather hides 
in South American markets than are 
domestic tanners. Russia is among 
the buyers of these hides. Cut soles 
are going up in price, especially the 
cheap light soles, for which there is 
an abnormally large demand. 

Corresponding conditions prevail 
on some upper leathers, so it begins 
to look like a general shift in shoe 
values, the first effects to be felt this 
fall and winter, and the stronger 
effects to come on the January 
orders. 


HAVERHILL 


Increased Factory Activity 


ACTORIES show increased ac- 

tivity daily. Payrolls for the 
closing weeks in August reached 
new high marks for summer pro- 
duction. Stitching room congestion 
in a few instances is now inter- 
fering with production, but these 
delays are only temporary. Follow- 
ing Labor Day hundreds of addi- 
tional shoe workers are expected to 
be made available. The return of 
vacationists and those who find 
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Arintronds Cork Box Toes 
for Comfort and Style 


The Day of the 
Derby Is Done 


Stiff, severe, rigid—wasp waists encased 
in steel ribbed corsets and curl-pated cra- 
nia clamped firmly in hard boiled hats— 
who doesn’t remember those serious styles 
of yesteryear, when most of us were chil- 
dren. But the day of the derby is done. 
And with it has gone many another stiff 
uncomfortable style in dress. 


For years upon end the makers of 
shoes, and the wearers of shoes, too, 
thought that a stiff, hard toe box was abso- 
lutely necessary for the style of a shoe. 
But just as the soft, comfortable hat of 
featherweight felt has proved to us all 
that the derby really belongs in: the ark, 
so the Armstrong Cork Box Toe is being 
built into some of the finest shoes made in 
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the United States today. And it is prov- 
ing that a toe box can be soft and flexible . 
and comfortable and still contribute just 
as much to the style of the shoe. 


Armstrong Cork Company, Shoe Products Division, Lancaster, Pa. 


BRANCH OFFICES: 


Boston, Mass 197 South St. 
New York City........50 Church St. 
Chicago, Iil.....320 W. Randolph St. 
Cincinnati, 1017 Broadway 
St. Louis, Mo 204 S. Third St. z 


Speci ify Them, 





BRANCH OFFICES: 


Muneapolis, Minn..316 Third Ave., N. 
Toronto, Canada..Armstrong Cork & 
Insulation Co., 11 Brant St. 
Montreal, Canada...Armstrong Cork 
& Insulation Co., 901 McGill Bldg. 


for Your Shoes 





When writing to advertisers please mention Boor ann SHOE RECORDER 
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summer employment at the beaches 
and mountain resorts will fill up the 
breaches in the factories. Cutting 
activity, beginning with the open- 
ing of the month, took on a steadi- 
ness that indicates that orders are 
booked in abundance and that the 
industry is launching out on another 
successful season. 

Straps and ties tell the whole 
story in the fall footwear. The nar- 
row instep strap patterns are very 
prominent, while in the oxfords the 
ties with filled-in fronts are domi- 
nating. Cut-outs have given way 
largely to panel effects in overlays. 
Blacks are the word everywhere, 
with some tans, bronzes and maroons 
in limited showing. In fancy eve- 
ning slippers silver kid is outstand- 
ing. Heels are 16/8 to 18/8, mainly 
in the Spanish type. 


MILWAUKEE 


Orders Satisfactory 


ITTLE change since last week is 
reported in Milwaukee shoe 
manufacturing circles. Local fac- 
tories are still receiving orders on 
fall merchandise at a very satisfac- 
tory rate which promises well for 
the remainder of the year. The gen- 
eral improvement which has been 
noted steadily during the past month 
is holding up very well, and fac- 
tories expect to continue very busy 
during the coming month. 

No radical changes have been re- 
ported in the present demand. In 
women’s shoes, patents with dark 
trims are still leading, although Mil- 
waukee firms are also working on 
satins to a greater degree than they 
were six weeks ago. Medium tans 
are moving to some extent, but they 
are completely overshadowed by 
black in immediate business. 

Men’s shoe factories are working 
ahead on medium to dark tans, as 
the lighter shades are rapidly drop- 
ping off with the approach of fall, 
and blacks figure quite prominently 
in fall orders. In popular priced 
shoes there is some indication of a 
trend to narrower toes, but this in- 
clination is much more marked in 
dress styles. Young men, to whom 
the popular priced shoe has _ its 
greatest appeal, still prefer the 
doggy type, although it is slightly 
more conservative than a year ago. 

Local tanneries are also fairly 
busy, they report, with business 
showing a slight improvement over 
last year. Pfister & Vogel has been 
making a special feature of black 
suede, and early orders have been 
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coming in at a fairly good rate. 
However, the tannery anticipates a 
much heavier demand for this ma- 
terial during the next few weeks as 
a result of very favorable indica- 
tions from the retail field. Medium 
tan shades lead in immediate busi- 





BROCKTON 





ness, especially India tan and gypsy. 
Trade Optimistic 
S production continues to make 
steady gains, several groups of 
salesmen departed this week for 
their respective territories, leaving 
scarcely a single drummer not in or 
on the way to take the swing around 
for new business. Sales conferences 


have been held in no less than a half 
dozen plants, and at some of them 
new numbers were shown which 
never before have been exhibited. 

In the better grades of men’s lines 





BABY CALF—IN SHOES 
AND HATS 


Natural baby calf-skin, the 
new leather which first ap- 
peared in hand bags, has been 
put to other uses and New 
York merchants are now show- 
ing complete hats and shoes 
made of this novelty material. 
So far, for shoe use, the baby- 
calf is confined to panel sec- 
tions, being combined with 
suede in matching or blending 
color. 




















the new, higher arched shoe de- 
manding a more substantial heel is 
being used, and some attractive of- 
ferings have been made up. De- 
signers have made up some neat 
blacks in these designs and others 
in golden calf which will be popular 
for the early fall. More “doggy” 
ideas are being made up on the lower 
heel idea, and there is a tendency 
for more trim on these latter shoes. 
A pile of blacks are being cut for 
women, but there is demand for nov- 
elties that is far from satiated after 
a summer of alluring shoes. 

There is a spirit of optimism for 
good runs well into the late fall and 
early winter months that has not 
existed in this center for a good 
many months. And it is noticeable 
that it is not the manufacturer of 
the cheaper grades who is express- 
ing this sentiment. Brockton never 
made so many of the cheaper grades 
as are now being turned out in the 


81 


dozen or so factories which are go- 
ing almost to capacity. And like- 
wise plants making better grades— 
they are in the majority—are busier 
than for a couple of years. 

Shoes are being finished in large 
numbers, and present indications are 
that the month’s total of business 
will exceed that of last year for the 
same period by more than 2000 
cases. In-stock calls have been par- 
ticularly heavy during the week just 


closed. 
ST. LOUIS | 








Report Shows Big Increase 


HE Eighth District Federal 

Trade Report on general busi- 
ness, just issued, shows one of the 
largest gains for the local shoe in- 
dustry recorded during the past 
seven months. The report follows in 
part: “July sales of the seven report- 
ing interests were 85.4 per cent 
larger than during the same month 
in 1925 and 25.7 per cent above the 
June total this year. Stocks from 
July 1 to At. 1 gained 8.5 per 
cent but the total on the latter 
date was 17.7 per cent smaller 
than on Aug. 1, 1925. The large 
increase in the year-to-year sales 
comparisons was attributable par- 
tially to the fact that July last 
year was a poor month, whereas busi- 
ness this year was very good. Gains 
were spread generally through the 
entire line and the character of ord- 
ering is reported satisfactory, it be- 
ing well balanced and indicative of 
effort on the part of retailers to 
bring up their stocks and assort- 
ments. Shipments and production 
continue their present output the 
highest ever reached. Prices of fin- 
ished goods were unchanged, but the 
trend in certain raw materials was 
firmer. , 


No Sales Conference at 
Douglas Plant 


BrRocKTON—For the first time in 
many years there will be no sales 
conference this year at the W. L. 
Douglas Shoe Co. plant. Since the 
recent reorganization of the produc- 
tion force in which Herbert Drake 
assumed the superintendency, the 
salesmen have remained in their 
territories, and the success of the 
plan, the company announces, has 
been manifest in the good business 
showing and the outlook for the fall 
and early winter months. 
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Group of guests gathered before the barbecue table at Gordon McDaniel’s big party at Opelika, Alabama 


Annual Barbecue Given 
By Gordon McDaniel 


HE merchants of four States— 

Georgia, Alabama, Tennessee 
and Florida—consider the McDaniel 
barbecue as the centerpiece of a re- 
markable opportunity to get to- 
gether in mid-summer informally 
and friendly. 

Therefore, on Aug. 28, 195 shoe 
men congregated at Constant Com- 
fort Villa on Marvyn Lake, in the 
center of the 7000 acre Buchanan 
plantation near Opelika, Ala. This 
big estate is owned by the Gordon 
McDaniel family. 

Most of the guests arrived the 
evening before and were welcomed 
by the “big boy” himself, assisted 
by L. B. Shackford, vice-president of 
the Ault-Williamson Shoe Co. of 
Auburn, Maine; Roy P. McGowan of 
Birmingham, a former shoe man, 
and Judge H. R. Dudley. After bed- 
time stories the big bunch of shoe 
men went to bed. The Opelika con- 
cert band got them up in the morn- 
ing. 

At two o’clock, after the pictures 
were taken, the big party was on. 
Southern cooks had prepared barbe- 
cued lamb, pig and beef, Brunswick 


stew and other good things to eat. 
Finishing off with ice cream cones, 
the shoe men were entertained by 
features planned by Mr. McDaniel. 

The tenants on the estate made up 
two baseball teams—the Constant 
Comfort and the Constant Style. 
There was a barrel shoe race, one 
lucky boy winning the money be- 
cause he first put his shoes on and 
returned to the starting point. A 
ten dollar bill on the top of a greased 
pole was captured by brains and or- 
ganization. Four men rushed it 
with a little fellow on top of their 
shoulders. 

Late in the afternoon J. E. Martin 
of Stewart’s, Atlanta, accidentally 
said something about shoes. He was 


_assailed by an angry mob led by 


Fred Heins of Montgomery. It was 
only the quick work of Sheriff Smith 
of Opelika that saved him. 

They are all coming back next 
year, and Gordon says the more the 
merrier, for last year 75 reported 
and this year more than double that 
number came. 

Incidentally, be it known, Mc- 
Daniel stands first in selling Ault- 


The baseball team 
and the lake 


Williamson shoes. He is a big host, 
a big salesman, and a big boy in the 
fun he gets out of his annual barbe- 
cue. 


U. S. M. C. Buys 
Crawford Co. 


BRoOcKTON—The United Shoe Ma- 
chinery Co. has purchased the assets 
and plant of the Crawford Manufac- 
turing Co. in Montello, makers of 
shanks, and the business is being 
continued with the regular force 
under the new owners. The com- 
pany was founded about 15 years 
ago by the late Harvey F. Craw- 
ford, for many years one of the best 
known shoe manufacturers in the 
district. T. H. Sutcliffe, superinten- 
dent, has been retained. Linda M. 
Jackson, principal owner, who has 
been serving as general manager 
and treasurer, will remain. 


Sign New Wage Schedule 


BROCKTON—Agreement has been 
reached between the officials of the 
13 unions here and the Corcoran- 
Gleason Shoe Co. for a price list on 
cheaper grades of shoes in which 
the concern specializes, and a contract 
has been signed by John M. Long, 
union representative, and the com- 
pany putting the new schedule into 
effect. 
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Haverhill Celebrates Signing of 


Peace Pact 


Prominent figures 


at 
annual outing of the Haverhill shoe industry: Front row, left to right—Joseph C. 
Fred L. Cooper, manager of the Haverhill Shoe Manufacturers’ Association; Daniel M. 


Workers’ Protective Union; 


hered at Canobie Lake Park, Salem, N. H., on Saturday, August 28, to participate in the first 


Goyette, organizer of the Shoe 


Fitzgerald, general secretary-treasurer of the Shoe Workers’ Protective Union; Everett Bradley, president of the 
Haverhill Shoe Manufacturers’ Association; Thomas F. Anderson, secretary of the New England Shoe and Leather 
Association; Thomas H. Doherty, general chairman of the outing committee 


Back row, left to right—Robert H. Mitchell, county commissioner; Frank D. Babcock, Haverhill postmaster; John H. 
Mitchell, Haverhill druggist; John D. Nolan, general: president of the Shoe Workers’ Protective Union; Congressman 
A. Piatt Andrews from the Sixth Massachusetts district; Mayor Fred D. McGregor of Haverhill; Samuel J. Levis, 


Dummer B. Bean, Ald. John D. Drury, also marshal of the day 


HE greatest peace-time demon- 
stration that Haverhill ever 
witnessed was afforded on Sat- 
urday, Aug. 28, when thousands of 
the city’s manufacturers and work- 
ers paraded through the streets on 
the occasion of the first annual out- 
ing of the Haverhill shoe industry. 
The spectacle was one without par- 
allel and has boosted the indus- 
trial prestige of “The Slipper City” 
more than any other single event has 
ever done. Parading shoulder to 
shoulder with the manufacturers 
and their workers were representa- 
tives of the city government, Cham- 
ber of Commerce, Federal authori- 
ties, merchants’ organizations, and 
in fact members of every branch of 
the city’s commercial life. 

The demonstration had greater 
significance than a mere gathering 
of the city’s toilers for a holiday; it 
advertised to the world thai all is 
harmony in Haverhill and that em- 
ployers and employees have dropped 
all prejudices and ill-will and have 
established a bond of friendship on 


which the industry expects to mount 
to new and greater successes. 

The great peace parade of the 
morning was witnessed by thou- 
sands. Promptly at the stroke of 9, 
amid the pealing of bells and the 
blowing of whistles, the great parade 
swung into line. Gay costumed di- 
visions, long columns of marchers 
and gorgeous floats afforded a spec- 
tacle rare to an Eastern city. Over 
two miles in length and with over 
8000 marchers in line, the parade 
was an hour passing any given point. 

Reviewing the parade at City Hall 
were His Honor, Mayor Fred D. Mc- 
Gregor, the Board of Aldermen, 
Congressman A. Piatt Andrews, 
representatives of the Chamber of 
Commerce, and members of the 
honorary staff. 

Prize winners in the great dem- 
onstration received valuable cups. 
The Rickard Shoe Co. was success- 
ful in taking first honors for hav- 
ing the best appearing shop’s crew 
in line. Eight hundred strong, the 
Rickard forces paraded in costumes 


of white trimmed with royal purple. 
A royal float bearing Her Highness 
the Queen of the “Queen Shoe City” 
and royal party preceded the Rick- 
ard entry. The Rickard company 
also paraded with its own band. 

Second honors went to the Hart- 
man Shoe Co. The girls of the 
Hartman factory, numbering 300, 
wore rose petal costumes of pastel 
shades and carried parasols repre- 
senting full rose blooms. This en- 
try was one of the most beautiful 
in the entire parade and most dis- 
tinctive. 

First prize for float entries went 
to the E. L. Thomas Shoe Co. A 
huge floral shoe overrunning with 
kids in play attire won the Thomas 
company the coveted first place 
trophy. The Rickard Shoe Co. took 
second place with its royal float 
bearing the Queen of the “Queen 
Shoe City.” A third award for float 
creations went to the Wright-Gore- 
vitz & McNamara Co. in a unique 
entry, entitled “The League of Na- 
tions.” 
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Rubber Shoe Production Over $15,000,000 


A total output valued at $115,934,- 
554 was reported by establishments 
engaged primarily in the manufac- 
ture of rubber boots and shoes, the 
Department of Commerce announces 
in making public its biennial census 
of manufactures covering that in- 
dustry in 1925. This is a decrease 
of 12 per cent as compared with 
$131,739,742 value of the 1923 pro- 
duction, covered by the last preced- 
ing census. 

The total for 1925 consisted of 
boots and shoes to the value of 
$105,398,341 and _é miscellaneous 
products valued at $10,536,213. In 
addition, boots and shoes to the 
value of $14,524,485 were made as 
subsidiary products by establish- 
ments engaged primarily in the 
manufacture of other classes of rub- 
ber goods. The total production of 
rubber boots and shoes in 1925 was 


made up as follows: Rubber boots, 
4,739,423 pairs, valued at $16,027,- 
904; rubber shoes and overshoes, 
52,338,782 pairs, $80,076,608; can- 
vas shoes with rubber soles, 24,999,- 
932 pairs, $23,818,314. 

Of the 23 establishments report- 
ing for 1925, 10 are located in Mas- 
sachusetts, 4 in Connecticut, 3 in 
Rhode Island, and the remaining 6 in 
Illinois, Indiana, New Jersey, New 
York, Pennsylvania, and Wisconsin. 
In 1923 the industry was represented 
by 25 establishments, the decrease to 
23 in 1925 having been the net result 
of a gain of 1 establishment and a 
loss of 3. The establishments lost to 


the industry were engaged primarily 
in the manufacture of boot and shoe 
findings in 1925 and were, therefore, 
transferred to the appropriate indus- 
try classification. 








Fellows to Open New Store 


CLEVELAND—Bert Fellows, who 
formerly conducted shoe stores at 
105th Street and St. Clair Avenue 
and in Euclid Avenue near East 
105th Street, is arranging to open 
a new store in the fashionable dis- 
trict at Coventry Road near Mayfield 
Road. Fellows disposed of his 
Euclid Avenue and St. Clair Avenue 
stores some weeks ago, but he has 
not been satisfied—like a fish out of 
water. 

Ben Weiss, who was in the shoe 
business here for 12 years at 4933 
Woodland Avenue and built up a 
large following, is another who can- 
not remain out of the shoe business. 
When he sold his store with the in- 
tention of going into the real estate 
business, Weiss thought he was 
through with fitting. He went to 
Los Angeles to find a location, but 
the trip found conditions that didn’t 
come up to his expectations, and he 
is on his way home when this is 
being written, with his mind oc- 
cupied in finding a new location for 
a shoe store. 


Unique Fall Catalogue 


St. Louis.—The Vogue Boot Shop 
has just issued its fall catalogue, 
in which is continued the third series 
of letters of Miss Vera Vogue to her 
chum. Each episode is replete with 
interest of world’s famous sights and 
subtly introduces the advantages of 
Vogue Short Vamps. A number of 
styles are interspersed throughout 
the booklet. 


*““Miss Milwaukee”’ Wears 
Brouwer Shoes 


MILWAUKEE—By featuring in a 
newspaper advertisement an attrac- 
tive fall style which has been se- 
lected by “Miss Milwaukee” for use 
in the Atlantic City bathing beauty 
contest, the S. J. Brouwer Shoe Co. 
has built up a very good demand for 
this pattern. Miss Andrees, elected 
“Miss Milwaukee” at a_ bathing 
beauty contest in this city, selected 
a pair of these shoes for her At- 
lantic City presentation, the adver- 
tisement stated, and the style is 
being featured under the name of 
Miss Milwaukee. 

The shoe presented through this 
advertisement is a three-eyelet tie 
with a pointed tongue. Brouwer’s 
are showing it in patent leather, 
black mat kid and bois de rose calf, 
priced $8. 


Bohus Bata Visits U. S. 


LYNN—Bohus Bata, “of the Bata 
Shoe & Leather Co. of Zlin, Czecho- 
slovakia, is visiting here, making his 
headquarters with Mr. Klaus, Lynn 
representative of his company. The 
Batas are making 50,000 pairs of 
shoes daily, and are planning to 
build up a production of 100,000 
pairs daily. They operate tanneries, 
textile mills, last and pattern fac- 
tories, and, also, a shop for making 
rubber hee's and soles, the rubber 
coming fre. their own plantation in 


India. 
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George W. Brown Celebrates 85th Birthday 


BostoN—Over one thousand greet- 
ings, in person and by letter, came 
to George W. Brown of the United 
Shee Machinery Corporation on his 
eighty-fifth birthday. They were 
tributes to a man who has made the 
shoe industry, through a life of use- 
fulness, rich in service to industry 
and to society. 

His office was massed in flowers 
when a host of shoe men, friends, 
and workers of the U. S. M. C. paid 
their respects to him. He greeted 
every one with a firm handshake, 
and when asked his philosophy of 
life said: “Yesterday has gone over 
the dam. Tomorrow never comes. 
Make the most of today.” 

The Boston Boot and Shoe Club 
felicitated him, first upon his birth- 


day, and second upon the strength, 
spirit and activity both of mind and 
body that has made such an evént 
possible. 

Mr. Brown spent the entire morn- 
ing receiving visitors who called to 
tender congratulations. He is still 
active in business, for he continues 
to go to his office regularly at nine 
o’clock every morning. He now 
serves as chairman of the financial 
committee and vice-president in the 
United Shoe Machinery Corpora- 
tion, which he founded in 1899 in 
association with Sidney W. Winslow. 

One of his great interests in life 
is his service as president of the 
New England Conservatory of Mu- 
sic.. May his days continue long in 
the friendships of our industry. 














Queen Quality Opens New 


Store in Minneapolis 


MINNEAPOLIS—After being out of 
Minneapolis for something like a 
year, Queen Quality, previously al- 
ways represented here for many, 
many years, is coming back. The 
company will open a new shoe store 
at the stand in the Medical Block on 
the Nicollet frontage of the Sixth 
and Nicollet district about Oct. 10. 
The store was remodelled for the 
Tuvey Booterie, which recently 
closed out, and is in excellent condi- 
tion, with an exceptionally roomy 
and well-appointed salesroom. R. 
E. Harrison, now managing the re- 
cently opened St. Paul Queen Quality 
store and formerly in their store 
here, will be manager of the new 
store here, also probably retaining 
the St. Paul management. 


Fashionbilt Shoe Co. Expands 


CHICAGO—The Fashionbilt Shoe 
Co., 215 W. Superior Street, this city 
has taken an additional floor at that 
address, doubling its capacity after 
eighteen months in business. 

The immediate increase in produc- 
tion is from 250 to 400 pairs a day. 
The firm specializes in women’s 
novelty McKays, and is now making 
them with leather heels as well as 
with wood heels. 


Shoe Mart Schcol Window 


St. Loutis.—The Shoe Mart, 711 
Washington Ave., devoted one of its 
large windows to children’s shoes 
using school accessories to good ad- 
vantage in the display. Writing 
desks, slates and all things that chil- 
dren at this time abhor. were shown. 


Patents Crosscut Welting Shoe 


A United States patent was issued 
on Aug. 24 to Harry Lyon, assignor 
to the Barbour Welting Co., cover- 
ing shoes made with Barbour Cross- 
cut Welting. 

As the patent is a design patent 
on the shoe itself, it has the effect 
of prohibiting the manufacture of 
shoes carrying the ornamental 
crossbar pattern on the surface of 
the welt if made with any other 
welting than the product of the Bar- 
bour Welting Co. 

A manufacturing patent covering 
the construction of the welting it- 
self had been previously granted, 
and the design patent gives further 
yvrotection to the Barbour Welting 
Co. against imitations of any nature. 


Schumacher to Move 


MILWAUKEE — Joseph A. Schu- 
macher, veteran shve dealer of this 
city, has announced a removal sale 
for the purpose of reducing his 
stock before changing to a new loca- 
tion. After being located in his 
present auarters since the Planking- 
ton Buildine was erected eight 
years ago, Mr. Schumacher is plan- 
ning to seek another downtown 
location because of inability to reach 
a mutually satisfactory settlement 
revarding his lease. He will prob- 
ably continue the sale during the 
greater part of October, closing this 
location about the end of that 
month. Mr. Schumacher has been 
operating a shoe store near the cen- 
ter of the downtown business dis- 
trict for many years. He is very 
well known in the trade, having 
served as treasurer of the Milwaukee 
Shoe Retailers’ Association. 
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Napier Costume Booterie F ormally Opened 


MINNEAPOLIS—The new Napier 
Costume Booterie in the new Eliza- 
beth Quinlan Building at Ninth and 
Nicollet was formally opened to the 
public last week. The shop lived up 
to all expectations as regards beauty 
and richness and exquisiteness of 
appointments. The whole idea, 
from dazzling front appearing like 
a canopy of gold and glass, with the 
great bronze and <glass_ doors, 
through the severe lobby and thence 
through the great iron gate to the 
marvelous lacquered effect salon 
with great panels in iron-beaded 
glass and huge wall mirrors and 
rich red rugs and comfy lounges and 
chairs and draperies to match, is 
carried out on the theme of the 
luxurious Louis XVI period. 

Not a shoe or slipper is in sight 
in the salon except those that the 
salesmen are fitting to the patrons 
On the opening day great mountains 
of flowers were sent in by friends. 
The stock rooms are back of the 
salon. In the front lobby are the 
hosiery display cases. 


The front windows are compara- 
tively small and in each of the two 
is an elaborate glass case in jewel 
box effect, each containing three or 
four numbers only of the very pret- 
tiest pumps in the stock. The price 
range is from $12.50 up to as high 
as $50 and in the opening advertis- 
ing it was said that there were sev- 
eral numbers which had never been 
shown in any other shops except 
Paris and New York. The booterie 
is described as “undoubtedly the 
most striking architectural setting 
for feminine footwear ever created.” 

B. H. Napier, who is associated 
with his brother, S. W. Napier, in 
ownership of the new costume 
booterie as. well as in the old-estab- 
lished Napier’s Booterie a_ block 
down on Nicollet, has moved here 
from Omaha to be general manager 


of their affairs. O. W. Swanson, 
manager of the older store, is man- 
ager of both establishments now. 
The prices at the older booterie are 
$7, $8.50 and $10. 
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Do You Know? 


That you can buy or sell it through 
the “Where to Buy” columns. This 
feature in its quick service is a time 
saver in meeting immediate needs. 











Shoe Drugs Taboo 


Healing Powders Denied Use of 
Mails 


The use of the mails has been de- 
nied the firm of McNickle & Co. at 
Spring Hill, W. Va., according to a 
fraud order issued upon the recom- 
mendation of Horace J. Donnelly, 
solicitor, and signed by Postmaster 
General New. 

It is charged in the findings 
against J. B. McNickle, who was the 
sole conductor of the business, that 
he was engaged in selling through 
the mails a medicinal product known 
as “Psycosulphene” as a cure for 
various bodily diseases and ailments. 
The claims under which this prepa- 
ration was sold through the mail, 
according to Mr. Donnelly, are ut- 
terly at variance with well-known 
physiclogical laws, and are false and 
fraudulent. 

Mr. McNickle argued that he 
mixed the preparation himself, 
though he was found, according to 
the report of the solicitor, to be 
neither a physician, chemist nor phar- 
macist, nor to employ such persons. 
According to the directions given 
with the preparation it was to be 
used by putting a “pinch” in each 
shoe of the patient each morning 
for 72 hours, within which time the 
patient should be cured of the dis- 
eases for which it was recommended 
and sold. 

The complaint states that a post 


office inspector purchased the prepa- 
ration through the mails for such 
alleged ailments as asthma, high- 
blood pressure, failing eyesight, 
bladder trouble and stricture. Be- 
sides these bodily defects, “Psyco- 
sulphene” was recommended for the 
cure of rheumatism, congestion of 
the lungs, sleeping sickness, neu- 
ritis, heart trouble, paralysis, con- 
stipation, blood poison and other 
diseases. 

It was asserted by Mr. McNickle 
in his advertising, Mr. Donnelly 
finds, that “Psycosulphene” produces 
the results claimed for it by exerting 
a “marvelous chemical action” on 
the body by increasing the circula- 
tion to a point where nature drives 
the poison and pain from the body 
so that health can “reign supreme,” 
and that the medicine will cleanse 
the pores and sweat glands of the 
body so that nature can throw off 
the waste matter. 


Bosworth Back on Visit 


BrocKToN—Wendell P. Bosworth, 
for many years head of the Brock- 
ton Heel Co. and long identified with 
the shoe trade, who has made his 
home for the past few years in a 
castle he purchased in Austria, has 
returned to Brockton that he may 
obtain specialist treatment for an 
attack of aggravated rheumatism 
with which he has suffered for sev- 
eral months. At present he is at 
Buzzards Bay. 
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F. Mayer Shoe Co. Announces New Line 


A survey of conditions in the re- 
tail shoe trade has resulted in com- 
plete revision of the well known 
Martha Washington line of wom- 
en’s footwear, according to a report 
from the F. Mayer Shoe Co., Mil- 
waukee. The new line has been 
announced to the trade in a series 
of advertisements, beginning with 
a “teaser” campaign signed only 
with the initials of the manufac- 
turer, and followed by advertise- 
ments giving a detailed explanation 
of the line. Dealers from all parts 
of the country have made inquiries 
concerning the new Martha Wash- 
ington footwear. 

The new line, while retaining the 
comfort features long associated 
with this name, places greater em- 
phasis on style. Under today’s 
changed habits of living this is the 
combination now demanded by the 
majority of women, as indicated by 
the investigation conducted among 
consumers and dealers throughout 
the country. Since Martha Wash- 
ington footwear is in the medium 
price class, the makers predict 
that the new line will find a volume 
market. 

The new appeal of Martha Wash- 
ington footwear is being presented 
to dealers and the public in a well- 
organized advertising and merchan- 
dising campaign, based on the use 


of large space in the Ladies Home 
Journal. This national advertising 
features “Footwear for the Active 
Woman of Today,” the new slogan 
of the Martha Washington line. 

The manufacturers are equipping 
dealers with sales arguments to 
assist in merchandising this new 
idea in shoe selling. A window dis- 
play contest, to take place simul- 
taneously with the publication of the 
first full-page advertisement in the 
Ladies Home Journal, has created 
keen interest among Martha Wash- 
ington dealers. 

The manufacturers are offering a 
complete new program of dealer 
helps, carrying out the general idea 
of the fall campaign. An attrac- 
tive booklet has been prepared to 
answer advertising inquiries and 
for distribution by the dealer. New 
window display material is being 
furnished, as well as complete cuts 
for local newspaper advertising. 

This change of policy on the part 
of the makers of Martha Washing- 
ton footwear extends also to the 
Martha Washington Arch Support 
line and Martha Washington foot- 
wear for growing girls. Both lines 
are to be shown this fall in ad- 
vanced styles. The first advertise- 
ment of the new series in the Ladies 
Home Journal is a full page in Oc- 
tober. 
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Nunn-Bush Conference 


MILWAUKEE—During the opening 
days of September thirty-five sales- 
men of the Nunn Bush & Weldon 
Shoe Co., manufacturers of men’s 
dress shoes, attended a sales con- 
ference at the main office. After 
several days spent in going over the 
details of the new line and outlin- 
ing the course of the fall campaign, 
the conference closed with a ban- 
quet. The men started out with the 
new line after Labor Day. 


Tuttle Sells Out 


OmMAHA—Frank N. Tuttle, who for 
the past.15 years has leased the shoe 
department in the Thos. Kilpatrick & 
Co. store, has sold his interests. A. 
L. Jackson, formerly of Napiers, 
Minn., will be in charge of the new 
owners. Mr. Tuttle was a leading 
figure in the retail shoe world here. 
He states that he has no definite 
plans for the future, except a few 
weeks’ fishing trip and when that is 
over is to “look around a bit.” 


Features Cross Country 


Walkers 


RocHESTER, N. Y.—William Pid- 
geon, Jr., took advantage of the 


presence in the city of Mr. and Mrs. 
R. E. Baxter, cross-country walkers, 
who are making a fifty thousand 
mile walk wearing Arch Preserver 
shoes, to gain additional publicity 
for his store and Arch Preserver 
shoes. 

Mr. Baxter, a partially disabled 
World War veteran, was advised by 
physicians to lead an outdoor life. 
Consequently he and his wife started 
on a 50,000-mile hike around the 
world. Both Mr. and Mrs. Baxter 
wear Arch Preserver shoes and are 
giving demonstrations of their com- 
fort qualities in the various cities 
that they visit. 

While in Rochester they spent one 
day in the Pidgeon store giving in- 
formation as to the comfort and 
wear of this popular type of shoe. 


Right and Left Ballets—In Stock 
Child’s—7 to 11—8$1.35 
Misses’ and Ladies’—11% to 7—$1.40 
Bench-Made 
Ohild’s—7 to 11—81.20 
Misses’ and Ladies’—11% to 7—$1.25 
MANHATTAN FINDING CO. 
145 West Broadway New York 
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ATLANTIC PRINTING CO. 
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Shoe Catalogues and 
Shoe Booklets 
201 South Street Boston, Mass. 
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Reproduce Colonial Room in 
Shoe Store 


MADISON, WIs.—The Jensen Shoe 
Store, 614 State street, which has 
just been formally opened after ex- 
tensive remodeling operations, pre- 
sents one of the most unusual and at- 
tractive appearances for a shoe store 
in the state, and probably in the 
country. The store has been decorated 
and furnished as a reproduction of an 
early Colonial living room, and the 
effect is creating much favorable 
comment here. 

The Jensen store was damaged by 
fire last winter, and the changes 
were made while the necessary re- 
pair work was under way. A fire- 
place of Kentucky marble and wal- 
nut woodwork has a large, comfort- 
able davenport facing it. A number 
of Windsor chairs are placed about 
the room. Behind the davenport, an 
antique walnut desk is placed for the 
convenience of customers. Woodwork 
throughout the store is genuine 
American walnut in antique finish. 
Even the showcases have been built 
to represent old fashioned cupboards. 
The walls are featured by long scenic 
panels done in a new process wall- 
paper on which the designs are 
painted in oil in soft creams and 
taupes. The store is entered through 
a small vestibule which breaks the 
otherwise sharp contrast of stepping 
from the street into a living room. 
Room is provided for having 1.000 
pairs of shoes on the main floor, but 
the stock is arranged in such a man- 
ner that it does not interfere with the 
decorative plan. 

The interior of the store was de- 
signed by Miss Evelyn Jensen. 


Eichel Recovering 


CLEVELAND—The many friends of 
Sam Eichel, 64, of 2903 East 117th 
Street, are following with keen in- 
terest his recovery from serious in- 
juries inflicted when the aged mer- 
chant was attacked by a burglar at 
his store at 2294 Woodland -Avenue. 

Eichel’s condition was so serious 
following the attack that he had to 
be taken to Charity Hospital. At- 
tendants there are optimistic about 
his chances. 

A supposed customer came into 
the store, looked at various models 
that were displayed, engaged Eichel 
in pleasant conversation about the 
merits of models, and then asked to 
try on a particular pair of shoes. 
When Eichel turned to get the shoes 
the stranger beat him over the head 
with an iron bar. A fractured skull 
and bruised nose caused intense pain 
to the victim. 
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Prizes Plus P. Ms. 


It costs the man who is at the 
bottom of the P. M. list just one 
dollar every week in the Baxter & 
Baxter store of Seattle. The next low- 
est man is assessed fifty cents, while 
the three top men get $5, $3 and $2 
in merchandise certificates, con- 
sequently the salesmen all scrap to 
keep away from the bottom. These 
prizes are paid in addition to the 
regular P. Ms. The certificates may 
be turned in at the option of the win- 
ner. Last Christmas, one boy gave 
his wife thirty dollars worth of them 
that he had saved, and she had a fine 
time shopping in the store. 

Salesmen are given unrestricted 
choice of anything in the store at 
actual bill cost, no express or mark- 
up of any kind is added on by the 
management. “It pays to play square 
with one’s salesmen,” Mr. Ben Bax- 
ter remarked. He has found that a 
P. M. system, plus the prize induce- 
ment, is the best method of cleaning 
up slow moving lines. 


Buy Auction Stock 


BALTIMORE—Cohen Bros. bought 
at auction the stock of the jobbing 
house of Eichengreen & Co., 29 S. 
Hanover Street, which recently went 
into receivership. Cohen Bros. will 
continue at 38 W. Lexington Street 
and will operate under the name of 
the Bristol Shoe Co. 





Goodwin does 


GOOD WINdows 


and conceives, creates, and 
ea 
completely equips Shoe Stores 





Preserves Leather 
Beautifies Footwear 
Makes Ol Shoes Look New 
THE NU-SHINE CO. 
Mkt. St. Reidsville, N. C. 
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A Special 
Fast Seller 


No. 13. About 10 in. high. Bluche- 
cut. Full chrome leather gusset, soft 
toe, imitation tip. Carries hooks and 
eyelets, 13 nail Rubber Hee!, and two 
thick Wolverine horeshide gr-ase- 
filled soles—fair stitched and fastened 
with brass nails. Uppers are Per- 
fected Wolverine Cordovan Ho-se- 
hides and stamped “Wolverine 1000 
Mile.” Sizes, 6 to 11. Price to you, 
$2.85. 











Wolverine Shoe 
& Tanning Corp. 


BOOT AND SHOE RECORDER 








How 15.000 
Merchants 
Discovered 

“Hidden Profits” 
in Work Shoes! 








—and how a new kind of work shoe has 
suddenly tripled the market for the “poor 
relation” of the shoe industry. 


Facts revealed in this story will 
probably surprise many shoe mer- 
chants. Heretofore in many stores 
work shoes have been carried only for 
the sake of showing a complete line. 
And no wonder—style, comfort, and 
long wear were almost entirely absent. 
The only selling appeal was price. 
Result—a rapidly diminishing market 
—only a few sales a week—the public 
was being unsold on work shoes. 


But now Wolverine has perfected 
a new way to produce smart, 
comfortable and durable shoes 
for either dress or work— 
yet the prices are surpris- 
ingly low. After a thor- 
ough practical sales 
test in 15,000 shoe 
stores, the de- 
\ mand has grown 
tremendously. 
And now this 
remarkable 
line is avail- 
able to other 
merchants. 


Amazing Softness 


Leather authorities have always known 
that the longest-wearing and softest 
shoe leather is shell cordovan horse- 
hide (taken from the horse’s hips)— 
provided it could be properly tanned. 


Rockford, Mich. 


And it was natural that the perfect 
tanning: method should be developed 
by Wolverine—an organization using 
the bulk of the horse butt supply, and 
backed by five generations’ tanning 
experience. 

This new way to tan horsehide cre- 
ated a glove-like, permanent softness 
in uppers that had never before been 
equalled. The customer recognized 
the difference in comfort the minute 
he donned the shoe. For the soles, 
too, shell cordovan horseside was 
used; when the outside skin wore 
down, the shell remained to give “a 
thousand miles of wear.” And wear- 
ers discovered that when wet, this 
amazing leather dried out soft and 
pliable. 

Price then, ceased to be the main fac- 
tor. Yet Wolverine prices are little 
higher, if any, due to efficient quan- 
tity production and one-profit-selling 
(direct from tanneries and factories to 
you). A typical instance is shown on 
the left. 


A New Sales Field 


Merchants report that the perfected Wolverine 
line has created a greater demand not only 
among the usual work shoe wearers, but 
among a new group. -For in addition to the 
straight utility work shoes, it includes a broad 
range of styles for street wear. Yet the stock 
investment is small. Merchants simply con- 
centrate on a few styles to fit their particu- 
lar trade. And the shoes are made on special 
lasts, eliminating odd widths in each size. 


Get Samples and Full Details 


The remarkable selling success of this new 
kind of shoe is obviously worthy of investiga- 
tion and comparison. We will gladly send 
samples and catalog showing complete line 
and prices. Let us show you how the Wol- 
verine line can create a new permanent income 
for you without heavy risk or investment. The 
coupon is handy. 


FREE INFORMATION 


2 Se 


Wolverine Shoe & Tanning Corp., 
Dept. L-3, Rockford, Mich. 


Yes, send me samples and complete catalog, 
without obligation. 


Name 


Address 


City 
sees eee eeeee es eee eeeeean es? 


When writing to advertisers please mention Boot AND SHOE RECORDER 
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Classified and Opportunities Department 
| RATES AND OTHER INFORMATION 
Copy must be received at the Boot and Shoe Recorder, 207 


on Monday of the week of publication in order 
ema tog 


that 
will be put over to the following week’s issue. 


When advertisers desire answers to come in our care 
twelve words must be allowed for address. When ad- 
vertisers desire replies forwarded direct to their address, 
each word of their address must be counted in the ad- 
vertisement and paid for accordingly. 

Payment in advance is required, except when regular 
advertisers, as amounts are too small to open accounts. 


POSITIONS WANTED 
4c per word. Minimum Charge 75c. 
LINES WANTED 
4c per word. Minimum Charge 75c. 
ALL OTHERS 
7c per word. Minimum Charge $1.25 
ALL DISPLAY SPACE 
Five dollars per inch. Allow 45 words to an inch 





South Street, Boston, Mass., 
be published 


same week, 




















SALESMEN WANTED SALESMEN WANTED 


- SALESMEN WANTED 








Work Shoe Salesmen Wanted 


We are expanding at a rate so rapid that several good men 
must be had at once. The man we want does not often read 
these ads, but if you are sure you can give satisfactory an- 
swers to all questions asked and can show a sales record that 
is satisfactory, we can use you. 


Our line consists of sixty numbers of high grade popular 
priced work shoes, and twelve live numbers of men’s and 
boys’ dress welts. Work shoes range from $2.25 to $4.00. 
High Top Boots from $4.50 to $6.25 and dress shoes, $3.40 
for oxfords and $3.60 for shoes. 


The line is backed up with a strong merchandising and adver- 
tising campaign which will help your customers sell the shoes 
you sell them. 


Only men who are experienced and have established business 
in each of the following territories will be considered. 


How big a place can you occupy with the livest work shoe 


house in America? 
TERRITORIES 
Alabama Kentucky 
Arkansas Louisiana | 
California Mississippi ; 
Colorado Michigan (exclusive of Detroit 
Florida - = suburbs) 
ia Nebr: 
a New York State 
Iowa North and South Dakota 
Kansas West Virginia 


Address C-341, c/o Boot & Shoe Recorder, 207 South St., Boston, Mass. 


Milwaukee Work Shoes 


Increased production and demand 
enables us to put on additional 
men. We are looking for high 
grade salesmen for 
Colorado 
Georgia and Florida 
So. Illinois 
Iowa 
Kansas 
New York State 
Good proposition; write giving salee 
record and references 
STEVEN STRONG SHOE CO. 
Milwaukee, Wis. 











CHILDREN’S STITCHDOWNS 
GROWING GIRLS’ WELTS 
KANSAS 
open for aggressive salesman. 6% com- 
mission paid on growing girls’ welts, 8% 
commission on children’s stitchdowns. 

Line long enough for full time. 
HELMHOLZ SHOE MFG. CO. 
Milwaukee, Wis. 


ARE you interested in an up-to-date line of 

* Children’s and Misses’ Turn Shoes? Splen- 
did opportunity for high grade shoe salesman. 
References with application. Address C-243, 
care Boot and Shoe Recorder, 207 South St., 
Boston, Mass. 





WANTED—A representative for Pennsylvania 
to sell a line of men’s fine shoes to retail 
trade on ae oun gaswe, Bue | ee 

men’s sty orough quality. ress 
b253 care Boot and Shoe Recorder, 207 South 
St., Boston, Mass. 








SALESMAN wanted to sell a popular priced 

line of high grade, up-to-date men’s shoes. 
Pennsylvania, Ohio and West Virginia. This 
line is well represented in these States. At 
present has an established trade. Only experi- 
enced men wanted. State past references. 
Address C-343, care Boot and Shoe Recorder, 
189 W. Madison Street, Chicago, III. 








RESIDENT SALESMEN 


SAN FRANCISCO PENNSYLVANIA 
NEW ORLEANS DALLAS 


Old established well rated manufacturer desires salesmen with estab- 
lished trade in each of the above city territories. Complete in-stock 
line of ladies’ McKays. Priced at $2.65 and $3.35 with specials at 
$2.35. No objection to non-conflicting side line. Write confidentially 


including references. 
Address C-300, care Boot & Shoe Recorder, 189 West Madison 
St., Chicago, IIl. 











WANTED—Salesmen with established trade 
to carry as side line our quality soft soles 
and the popular intermediate “‘Self Starters” 
on 10 per cent commission basis., Sixty live 
numbers carried in stock. Good territory open. 
Carpenter Shoe Co., Rochester, N. Y. 





WANTED—Salesman to carry two high grade 

waterproof leather work shoes. 6% com- 

mission. In stock. few pairs a day will 
ay your way. Bows Moccasin Shoe Co., Avon, 
ass. ‘ 





SALESMEN WANTED—Real producers with 

established trade for Georgia, Alabama, 
Mississippi and California. This is a manu- 
facturer’s _ in-stock roposition. Boys’ and 
Girls’ McKays and Children’s Flexible Welts. 
Liberal commission. Full time or side line. 
Give experience and references first letter. 
Address C-342, care Boot and Shoe Recorder, 
207 South St., Boston, Mass. 
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SALESMEN WANTED 


SALESMEN WANTED 


FOR SALE 








pay ex and commission or equita 


resident in the following States: 
ALABAMA 
ARIZONA 
ARKANSAS 
CALIFORNIA 
COLORADO 
IDAHO 
ILLINOIS 
JT ae 


IOW 
KANS SAS 


have sold for same 


207 South Street, vom 


SALESMEN WANTED 


For one of the best known lines of berg yom girls’ 7 
e drawing accoun 


penses 
money maker for the right salesmen who will work. We 


KENTUCKY 
LOUISIANA 
MARYLAN 


(District of of speunita) 


In reply state agreed F covered, for how long, 
yt and references. Address C-336, care Boot & Shoe Recorder, 


riced in-stock shoes. Will 
ur proposition is a steady 
have territories open for men 


OKLAHOMA 


OREGON 

PFNNSYLVANIA 

FENWESSEE District Only) 
ENNE 


popular 


UTA 

WASHINGTON STATE 
WEST VIRGINIA 
WYOMING 


annual sales past two years, whose line 








Lightweight Goodyear Welts, 
Wisconsin, Indiana, 
Florida. No objection to non-conflicting line. 





SALESMAN WANTED 
to sell Kewpie Twins, National Park and our Fast Line of 8/8 and 10/8 heel Growing Girls’ 
Novelty Shoes for the following states: 
Illinois, Virginia, South and North Carolina, Georgia, Alabama and 
Give last two years record. 


Address JUVENILE SHOE CORPORATION, Carthage, Mo. 


Minnesota, Michigan, 


Replies confidential. 








Texas, Oklahoma, Minnesota, North and South Dakota. 


We have these 


States open for experienced salesmen with an established following. 
High-grade Boys’ Welts of recognized quality. Can be handled with a 
quality non-conflicting line. Straight commission basis. Give full par- 


ticulars with application. 
NEENAH SHOE COMPANY 





Wanted Salesmen 


To carry line of men’s dress welts, $6.00 
retail sellers. In Pennsylvania, New 
York (not including Greater N. Y. C.), 
the Northwest, _¢ yo aad com- 
mission. Write W. 


The Paramount Company 


Augusta, 











CHILDREN’S STITCHDOWNS 
GROWING GIRLS’ WELTS 
IOWA 
open for aggressive salesman. 6% com- 
mission paid on growing girls’ welts, 8% 
commission on children’s stitchdowns. 

Line long enough for full time 
HELMHOLZ SHOE MFG. co. 
Milwaukee, Wis. 


SHOE BUCKLE SALESMAN familiar with 
department and specialty shoe trade, Chi- 
cago and vicinity. Splendid opportunity. 
Deauville Import Corp., 45 West 34h Street, 
New, York, N. Y. 


SALESMEN wanted for volume trade to 

resent manufacturer of snappy, up-to-date 
ladies’ McKay novelties to retail from $4.00 to 
$6.00 on a straight commission basis. All terri- 
tories open. Give experience and references in 
first leter. Address C-337, care Boot and Shoe 
Recorder, 207 South Street, Boston, Mass. 


SALESMEN WANTED—We desire live wire 
representatives with established shoe trade 
in Texas; also Georgia, Tennessee and Ken- 
tucky. We manufacture for the retail trade 
our Pee noe 9 advertised line of Hapytoz 
popular priced Soft Sole :Shoes, 
Flexible First Step Turns, sizes 1 an 5, and 
New Process Welts, sizes 2 to 5, and 
8% to 12, carrying all numbers & “Stock 
for immediate delivery, and pay high rate of 
This is an excellent opportunity 

grade salesmen, as have several thou- 

ollars of established business in this ter- 

ritory. Samples ready. When_ writing include 
speeguees. i»! rt, Inc., Rochester, 








sizes 0 to 4; 





SHOE BUCKLE SALESMAN Pe may with 
department and 


ialty one Greater 
Ney York. Sp lendid op 


uville 
iapent Corp., 43 West 3 — New York, 


Neenah, Wisconsin 


WANTED—Salesman with established trade 
to carry a quality line of Children’s Stitch- 


FOR SALE 


Shoe Factory and 
Equipment 


Four-story brick buildings in 8 sec- 
tions with fire doors, automatic fire 
sprinklers, 2 elevators, own electric 
light and power plant, ‘complete motive 
equipmer!, 50,000 sq. ft. floor space, in 
good repair. Suitable for any kind of 
<n manufacturing. «Located in VINB- 

N. J., near Philadelphia. One 
block from R.R. freight station. Plenty 
of NON UNION skilled shoe workers. 
Will sell for one-third value, easy terms. 

Equipment for sale. Second hand deal- 
ers’ chance. Sawyer leather measuring 
machine, mallet die blocks on stands, 
cutting rds, Amazeen & Fortuna 
skivers, Stanborn & Hart perforators, 
Rotary wheel perforator and pinker, 
U.S.M.C. upper cementer, Puritan 5 
stitch barer, Singer & Phila. barers, 
Singer flat. cylinder and post 1 and 2 
needle vampers, closers, stayers and un- 
der trimmers, Union Special vampers, 
closers, stayers and tip stitchers, sew- 
ing machine tables with shafting, pulleys, 
transmitters, etc. Boston sole marker, 
18 inch Centennial splitter, 36 inch 
Vaughn belt-knife splitter, Julian power 
cementer, Cutcheon-Johnson automatic 
twin sole moulder, Fifield counter ski- 
vers, Knox sole blockers, die presses, 
rollers, buffers, Hercules leveller, McKay 
sewer, Ross twin edge setter, Freeman 
die block planer, paper baling press, 
blowers, stencil cutter, shoe racks. In- 
spection by appointment only. Address 
owner : 


CHAS. P. KEIGHLEY 
PITMAN, N. J. 

















LINE WANTED 








downs exclusively or asa side line in Ark 
and Mississippi, also in Michigan, Wisconsin, 
Minnesota, North and South Dakota, Montana, 
Nebraska, Kansas, and Iowa, on a libe 
commission basis. Pride Shoe (Co., 1627 
Locust St., St. Louis, Mo. 





HOSIERY salesman to earry a full line of 
ladies’ hosiery. side line, Easily 
sold to all shoe accounts. Reply giving full 
particulars to C-320, care Boot and Shoe Re- 
corder, 207 South St., » Mass. 








FOR SALE 


FOr SALE—Profitable shoe business, estab- 
lished four years, in Toledo, Ohio. Doi 
$45,000 annually. Rental $125 monthly. Wi 
sacrifice. Address C-334, care Boot and Shoe 
Recorder, 207 South St., Boston, Mass. 





An A-1 Salesman 


Judged by record, not opinion, 
in the Metropolitan district of 
New York, desires to make a 
change of line. Is prepared to 
show acquaintance following 
and sales. Interested particu- 
larly in women’s medium grade 
shoes. 

Address C-338, care Boot and 


Shoe Recorder, 9th Floor, 239 
W. 38th St., New York, N. Y. 











FOR SALE—A well established shoe busi- 

ness on Gulf Coast at Bay St. Louis, Miss. 
Owner wishes to reti reason for selling. 
About five thousand dollars will handle the 
proposition; cheap rent. Address’ O. T. 
Arnold, Bay St. "Lean, Miss. 





FO § SALE—General Shoe Store in Paterson, 
sixteen miles from New York. ey 
sae Tao 000, with drawing power of 500.0 
Situated on one of the best corners. Doin 
business of $50,000 annually. Cash required, 
about $10,000. Must sell on account o 
health. Address C-346, care Boot and Shoe 
Recorder, 207 South Street, Boston, Mass. 





OR  SALE—Twenty-four opera chairs, 

leather upholstered, in use only one month; 
also two shoe mirrors and two shoe stools. Ad- 
dress C-344, care Boot 4 Shoe em 207 
South Street, Boston, 








FOR LEASE 
FOR LEASE-Space for ladies’ shoe depart- 


ment in well gstablished ready-to-wear shop 
in the best city Alab: : hund 
cent location. ess d 


Shoe Recorder, 25 th Street, Boston, Mass. 





AYTON experienced road man wants line 

shoes in Ohio territory. What have you? 
Address C-339, care Boot and Shoe Recorder, 
207 South Street, Boston, Mass. 





POSITION WANTED 


EXPERIENCED young man open for medium 
priced line Women’s or Men’s Shoes i. 
Chicago territory. Can furnish good 
ences. Address C-345, care Boot and Shoe Re- 
corder, 189 W. Madison St., Chicago, Ill. 








POSITION wanted as a retail shoe store > 
ecutive. Eighteen years’ shoe experien 
meral lines, both buying and selling. Alaheas 
-340, care Boot and Shoe Recorder, 207 Sow 

St., Boston, Mass. 





No matter what policy you may 

pursue in selling to the shoe 

trade, nevertheless you need the 

Boot and Shoe Recorder 
ALL THE TIME 
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POSITION WANTED POSITION WANTED MISCELLANEOUS 











AVAILABLE SOON . | 
ADVERTISING AND ASSISTANT SALES MANAGER ESTABLISHED 1890 
For 12 years connected with one of the largest manufacturers of Ladies’ High Grade 
Thorough Saawiedgs at ban valk Merchandising Problems. LA B E L S 


Further details and references furnished to interested parties. an 
QAGvens Box C-319, c/o Boot and Shoe Recorder, 207 South St., Boston, SHOE C ARTON Ss 











EXCLUSIVE BUT NOT EXPENSIVE 
SAMPLES UPON REQUEST 








FRANK C. MEYER Co 


FOR RENT FOR RENT 
(3got <attons 5 aats OE 
COOOOOOOOOOOOS | 263-271 LEXINGTON AVE , BRODKLYN, NY. 


FOR RENT ( 
Fine office and salesroom in ___ Miilbradt 
heart of N.Y. City shoe trade, = Ladders 


8 

7 € @ 
suitable for one or two lines. 3 made for 40 year 

C-335, Care Boot and Shoe Recorder 3 
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IMade in all styles 
to suit any shelving 
condition. 


ventors. 
239 W. 39th St., 9th floor, N. Y., N. Y. 
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Get our price before 
placing your order 


Milbradt 
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2 ufacturing Co. 
CUSHION | | . : 
Imported Cut Steel | PA WEBRSS URMON | ace tr. 10 sree 


Buckles 


Always IN-STOCK for Your 
Immediate Needs 
Price $1.00 to $5.00 per pair, also ex- 
elusive designs up te $20. 
Sample assortment and prices gladly 
sent on request. 


SPECIAL NUMBERS OFFERED FOR 
“SALES PURPOSES.” 
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WINDOW 
DISPLAY 
FIXTURES 


Made by 


Segall & Sons 

core ne rma ee eat of de 933 Arck St. 
TON KEN co. PHILADELPHIA 

Bhi (.) ’- Are Business Getters 
Send for Catalog and Prices 


WOVEN 


Mode Only of wood SHOE 
f or ines 
IMMEDIATE LAB E L — 
SUPMIENTS . The DISTINCTIVE and 
end for Catalog PERMANENT MARK 
"eae ; : 
net heen one : 4 MG ; ) es KLUGE 
/ WEAVING CO. 
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Waverly Shoe Trimming Co., Inc. 
151 Vanderbilt Avenue, Brooklyn, N. Y. 
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